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This study researched the factors that influence the decision of patrons to
dine at selected Indian restaurants in the Twin Cities. The research objectives were:
1. To determine the demographic profile of patrons of Indian restaurants in the
Twin Cities.
2. To identify the factors that influence the decision of patrons to dine at Indian
restaurants in the Twin Cities.
3. To determine differences in decision-making factors, between patrons of
South Asian origin, and those of other ethnic origin, when they dine at Indian
restaurants in the Twin Cities.
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4. To identify the most important factors that patrons consider when making
their decision to dine at Indian restaurants, in the Twin Cities.
5. To determine differences, between patrons of South Asian origin, and those of
other ethnic origin, regarding factors they consider most important when they dine at
Indian restaurants, in the Twin Cities.
The data for this research was collected through the use of a questionnaire, which
was given to patrons of selected Indian restaurants during the month of June 2000. The
sample size selected was five hundred. The SPSS (Statistical Product and Service
Solutions) software package analyzed and computed these data, with the exception of the
open-ended questions. Basic descriptive statistics (Mean and Standard Deviations) and
frequency distributions were computed for each variable to determine the actual response
rate for each question. In addition, the data was analyzed by means of crosstabs and
multivariate analysis of variance. The findings of the study are summarized below:
There were an almost equal number of females (51 percent) and males
(49 percent). The average respondent was 32 years old and white American (75 percent).
Many respondents had bachelor's degrees (44 percent), and approximately one third of
all respondents (33 percent) even had postgraduate degrees. The occupation most
frequently selected by respondents was Professional (50.6 percent). Total household
income was well distributed across the given choices, ranging from 'Up to $24,999' to
'$120,000' or more, with the exception of the $65,000 to $99,999 range.
The important factors for the entire sample were quality of food, taste of the food,
and hygiene and cleanliness, in descending order of importance, while availability of
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vegetarian choices, availability of new items, and cultural familiarity were the least
important factors for the whole sample.
There were several factors, which showed a significant difference between
respondents of South Asian origin, and those of other ethnic origin. Quality of food, and
taste of the food were the only two significant factors on which respondents of other
ethnic origin had higher expectations than those of South Asian origin. The following in
order of importance, are the factors on which participants of South Asian origin had
higher expectations than those of other ethnic origin: hygiene and cleanliness; cleanliness
of restrooms; employee friendliness; value for money; efficient scrvice; spicy food;
atmosphere; price; vegetarian choices; availability of new items; and, cultural familiarity.
The top three factors influencing the decision to dine at an Indian restaurant for
the sample were: taste of the food, quality of food, and hygiene and cleanliness. The top
three factors for participants of South Asian origin were: taste of the food, quality of
food, and hygiene and cleanliness together with spicy food. Those for participants of
other ethnic origin were: taste of the food, quality of food, and aroma/ smell.
Analysis of the open-ended questions resulted in some interesting findings, since
respondents were able to accurately describe in their own words, the factors that motivate
them to dine at an Indian restaurant. A summary of these findings can be found in the
Appendix B.
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CHAPTER 1
INTRODUCTION
Overview of the Study
This study discusses the factors that influence the decision of patrons to dine at selected
Indian restaurants in the Twin Cities. Chapter One is an introduction to the study and the
problem under investigation. Included in this chapter are: (1) introduction, (2) need for the study,
(3) statement of the problem, (4) research objectives, (5) definition of terms, and (6) limitations.
Chapter Two is a review of the related literature. It presents a theoretical base of the problems,
and the relevant surrounding issues and concerns associated with the study. Chapter Three
presents the methodology utilized in this study. This includes an explanation of the data
collection and sampling processes used in the study. Brief explanations of the variables in the
study are included. Chapter Four details the results of the investigation. Each section begins with
a brief statement of the research objective under examination. Objectives are addressed through
appropriate analyses. Chapter Five summarizes the findings and presents a discussion of the
conclusions. It also includes recommendations for further research in this area.
The Food Service Industry
The food service industry in America can trace its origins to Boston, dating back to
1634, when Samuel Cole opened the first American tavern, the Coles Ordinary (Khan, Olsen,
& Var, 1993). Migrations produced new communities of consumption, which generated small
businesses to serve their taste for distinctive foods (Gabaccia, 1998). American food celebrates
the many ethnic reflections of who Americans are, and the roots of America's multi-ethnic
foods. Various culinary trends continue to shape what Americans eat. Consumer interest in, and
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acceptance of ethnic foods continues to expand. Ethnic entrees rank first as the most popular
entrees that customers cannot duplicate at home (CREST, 1997). Today, the steady growth in
the number of restaurants and the various changes taking place in food service industry, have
resulted in it becoming very competitive (Sundaram, Jurowski, & Webster, 1997). Restaurant
operators must be aware of the wants and needs of customers who will be most likely to choose
their establishment (Gregoire, Shanklin, Greathouse, & Tripp, 1995)
More and more Americans are choosing to consume food prepared outside the home
(Cetron, Demicco & Williams, 1996). They have less time and are too rushed to prepare meals.
46 percent of all adults were restaurant patrons on a typical day during 1998 (NRA, 2000). At
the same time, foodservice customers have become more experienced, and more demanding, as
their incomes have risen in a good economic climate (NRA, 2000).
The NRA's Eating-Place Trends of the 2 1 t Century Consumer indicates that: there is no
doubt that immigration has had a positive impact on the restaurant industry. Recent immigrants
have brought their cultures and cuisines to the United States just as earlier immigrants did, and
those flavors have found favor in the American marketplace. Many ethnic cuisines have moved
beyond the phase of being merely trendy and have made a permanent mark on the American
menu. Heather Papadopoulos (1997) reports that Italian, Mexican, and Chinese cuisines
dominate the ethnic-food market, and these "traditional" ethnic cuisines enjoy the highest
popularity among consumers because they have become ingrained in American culture and are
served at restaurants throughout the country.
By the 1980s, ethnic restaurants constituted 10 percent of all restaurants in the United
States (Gabaccia, 1998). In the past decade ethnic foods have become widely available and
increasingly popular in western consumer food markets (Iqbal, 1996). The growing cultural
diversity of the United States is certainly influencing Americans' taste for ethnic foods.
However, there is a distinct paucity of information on the popularity and acceptance of
Indian food. This can be attributed to a couple of reasons. In her book 'Life Lines,' Jean Bacon
(1996), studies the social processes of assimilation and community formation among Asian
Indian immigrants.
The social and economic characteristics of Asian Indians, however, place them among
the more elite immigrant groups. They are the wealthiest and most highly educated of
all recent immigrants. Almost two-thirds of Indian immigrants have completed at least a
bachelor's degree. Almost half are employed in managerial or professional occupations,
and the per capita income is well over twice that of the general population. Two-thirds
of Asian Indian immigrants report that they speak English very well, making them
among the most English-proficient immigrants (Bacon, 1996, p. 7).
In fact, English is widely spoken and understood in India. Most Asian Indian immigrants are
largely voluntary immigrants who have come in search of better opportunities to develop their
professional careers. In the United States 26 percent of the general population is employed in
managerial or professional occupations with a per capita income of $14,420, whereas 48
percent of Asian Indians fall into this category, earning on average $25, 275 (Bacon, 1996). In
such a situation, unlike many other immigrants who open ethnic grocery stores, restaurants, and
so on, Asians Indians are mainly employed in highly skilled professions. From this, it can be
concluded that Asian Indian immigrants focus on establishing themselves professionally, more
than anything else.
Another related factor is the difficulty of securing qualified and trained kitchen staff,
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and knowledgeable restaurant staff, who can prepare and serve Indian food. This is a major
problem for any person wishing to get into the business of opening an Indian restaurant. The
result is a comparatively lower number of Indian restaurants. This is true not only in the United
States with its tight immigration regulations, but in Britain too. "It is not that the British are
going off their curry. The problem is that you just can't get the staff nowadays" (In the pink,
1999, p. 46). Unlike today's Asian Indian immigrants to the United States, many first-
generation Asian Indian immigrants to Britain in the mid-twentieth century were not highly
educated. They were only too happy to open restaurants and work long hours in uncomfortable
conditions. However, their children are less keen to do so, and want professional careers. Indian
restaurants face the formidable hurdle of British immigration law. The average age of Indian
chefs in Britain is going up and they are hard to replace when they retire (In the pink, 1999).
Consumer behavior
The most important component of a successful business is its ability to attract and retain
its customers. As mentioned earlier, today's marketplace has become very competitive. Product,
price, place, and promotion are the marketing stimuli that companies use. Understanding how
these stimuli are changed into responses, help marketers plan and strategize the promotion of a
product (Kotler, Bowen, & Makens, 1999). When consumers make decisions concerning the
purchase of goods and services, they are influenced by external, or extrinsic factors, and internal,
or intrinsic factors (Reid, 1983). Extrinsic factors are cultural, social and personal factors, while
intrinsic factors include psychological factors such as motivation, perception, learning, beliefs
and attitudes (Kotler et al., 1999).
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Need for the study
Because of the changes that are taking place in hospitality services, such as heightened
competitive pressures and increased consumer expectations, there is a growing need for a better
understanding of how to develop and maintain customer satisfaction and loyalty (Sundaram, et
al., 1997). At the same time, consumer interest in, and acceptance of ethnic foods continues to
expand and reflect the increasing pluralistic composition of contemporary society (NRA,
1989). However, in the United States, consumer interest in Asian ethnic foods has mostly been
relegated to Thai, Japanese, Vietnamese and Korean food, whereas in Britain, "Indian
restaurants, while still the biggest players in the industry, are losing market share to pizzas,
burgers and, at the margins, to new forms of eastern cuisine, such as Thai and Japanese food"
(In the pink, 1999, p. 46). The NRA's (2000) ongoing research states that Italian, Chinese, and
Mexican are the most popular ethnic cuisines, while some less well-known cuisines, such as
Japanese sushi, Thai, Caribbean, and Middle Eastern, are reaching a broader audience. From
this statement it is evident that Indian cuisine does not even fall into the category of 'some less
well-known cuisines.' The purpose of this research is to enable Indian restaurant operators to
better understand consumer needs and attitudes towards Indian restaurants, so as to be able to
take advantage of this growing trend towards eating ethnic foods, in the United States.
Statement of the Problem
The purpose of this study was to identify the determinant factors that influence the
decision to dine at selected Indian restaurants in the Twin Cities. The samples for this study
were patrons of Indian restaurants in the cities of Minneapolis and St. Paul. Data was collected
through the use of a survey in June 2000.
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Research Objectives
In conducting this research, the researcher had the following objectives:
1. To determine the demographic profile of patrons who dine at selected Indian
restaurants in the Twin Cities, in this sample.
2. To identify the factors that influence the decision of patrons to dine at selected
Indian restaurants in the Twin Cities, in this sample.
3. To determine differences in decision-making factors, within this sample, between
patrons of South Asian origin, and those of other ethnic origin, when deciding to dine at
selected Indian restaurants in the Twin Cities.
4. To identify the most important factors that patrons in the Twin Cities consider when
making their decision to dine at selected Indian restaurants, in this sample.
5. To determine differences, within this sample, between patrons of South Asian origin,
and those of other ethnic origin, regarding factors they consider most important when making a
decision to dine at selected Indian restaurants.
Definition of Terms and Abbreviations
The following is a list of some of the terms with their definitions, as used in this paper.
CREST: Consumer Reports on Eating Share Trends. It was initiated in 1974 by the NRA
to learn more about consumer attitudes and behavior in the market place. These periodic studies
gather data from national representative panels using mail surveys (Ritchie & Goeldner, 1994).
NRA: National Restaurant Association.
South Asian: A person from India, Pakistan, Bangladesh, Nepal or Sri Lanka.
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Terms used in Indian cuisine
Asafetida/ Asafoetida: A distinctively pungent dried oleo-gum resin with good digestive
properties (Moorthy, 1992). A strong smelling spice, also available in powdered form, used by
certain religious groups in India to give a garlic-like flavor to food since they are forbidden to
use garlic (Sahni, 1998). "Concreted resinous gum with strong smell of garlic used in medicine
and cookery" (The Concise Oxford Dictionary, 1972, p. 66).
Avurveda: Directly translated from the Sanskrit words ayur (life) and veda (knowledge)
aptly describes the essence of this ancient Indian system of medicine. It is both the name of the
text which discusses this form of medical practice, as well as the name for the practice itself.
Loosely translated it is a systematic approach to the art and science of living, which utilizes all
that nature provides (foods, spices, herbal medicines, colors, metals, gems, sound) to not only
overcome illness but continually strengthen oneself (SpiritWeb, 1995).
Basmati rice: "Basmati means queen of fragrance in Hindi, and that is what this
distinctive long-grain rice from India is. Naturally scented with buttery-almond flavor, the grains
do not turn mushy or sticky when cooked" (Sahni, 1998, p. 210).
Biriyani(s): "A spicy rice preparation, the Mughlai variant of pulav" (Moorthy, 1992, p.
272).
Daal or Dal: "Generic term for dried lentils or pulses" (Moorthy, 1992, p. 273).
Dahi: "Plain yoghurt" (Moorthy, 1992, p. 273).
Dosa or Dosai: A paper-thin, savory rice and lentil pancake, about 10" in diameter, made
from a fermented mixture of ground skinless, split black gram/lentil. It is a cooked on a cast iron
skillet and is a popular South Indian dish from the state of Tamil Nadu (Moorthy, 1992).
Ghee: "Clarified butter. Obtained by melting butter until fully clarified and the milk
solids separate. The resultant liquid is ghee" (Moorthy, 1992, p. 274).
Idli: A steamed cake made from a ground mixture of fermented rice and skinless, split
black gram/lentil. It is highly nutritious and is a very popular breakfast food in South India
(Moorthy, 1992).
Kheer: A delicately flavored Indian dessert made of rice, milk, and sugar. Various other
ingredients such as lentils, vermicelli, or even some vegetables are optional. Served hot or cold
(Moorthy, 1992).
Korma or Kurma: "Mixed vegetable curry cooked with ground coconut and yoghurt"
(Moorthy, 1992, p. 275).
Masala: Generic Indian term for spice, or mixture of spices powdered or ground to a
fine paste with water or vinegar. The combination of spices can be raw or cooked (Moorthy,
1992).
Paan: An assortment of digestive spices like aniseed, cloves, arecanut, and cardamom
wrapped in a betel leaf, eaten after a meal (Embassy of India, 2000).
Pachadi: "South Indian term for raita" (Moorthy, 1992, p. 276).
Pakora(s) or Pakoda(s): Vegetables coated in a chickpea flour batter and deep-fried
(Moorthy, 1992).
Raita: "Chopped salad vegetables such as cucumber, onions, or tomatoes in seasoned
yoghurt. Usually served as a meal accompaniment" (Moorthy, 1992, p. 277).
Rasam: "A watery (South Indian) lentil preparation somewhat like clear soup, heavily
spiced and served as an appetizer, or with rice" (Moorthy, 1992, p. 277).
Roti: Generic term for Indian bread (Moorthy, 1992).
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Sambhar: A gravy of lentils (usually yellow split bean) and vegetables cooked together
with ground coconut, spices and tamarind, very popular in South India (Moorthy, 1992, p. 278).
Samosa(s): A savory, deep fried pastry with a vegetable (usually potato), or minced
meat filling. They are never sweet (Moorthy, 1992).
Tamarind: Is the sour fruit of the tamarind tree. It adds a sour taste to vegetables, daals,
meat and other foods. The sour, brown, pulpy pod is dried in the sun and then stored for use.
When needed, it is soaked in a little water and then passed through a strainer. The fibers and
seeds are discarded, while the thick gravy-like pulp is used for cooking. Although lemons,
limes and vinegar are also used to impart a sour taste to food preparations, they cannot replace
the unique flavor of tamarind (Singh, 1981).
Tandoori: Food cooked in a tandoor, a clay oven that is thought to have originated in
Syria but today is used throughout Central Asia (Sahni, 1998).
Thali: Refers to both the traditional Indian style of eating, as well as the rimmed, stainless
steel plate. It is a somewhat different style from what is customary in the West. Each of the
various dishes is spooned into small individual bowls, which are then neatly arranged on a large
15-inch diameter, rimmed stainless steel plate or tray. Rice, bread, pickles, and relishes are
placed on the thali, and this fully arranged thali is served to each person (Sahni, 1998).
Vada: A South Indian snack made from lentils ground into a coarse flour, made into a
batter, mixed with seasonings, and then deep-fried. It can also be made from semolina and rice
flour (Moorthy, 1992).
Vindaloo: A well-known Indian dish which uses a lot of vinegar, and actually comes
from the Portuguese words for vinegar and garlic (Moy & Witzel, 1998). It is hot and spicy,
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and generally associated with Goa, the former Portuguese colony on India's west coast (Sahni,
1998).
Limitations
The following are the limitations which have been identified with reference to this study:
1. The results of this study are being determined by a convenience sample of patrons
of five Indian restaurants in the cities of Minneapolis and St. Paul. Therefore the results can
only be generalized to those who dine in these establishments.
2. This research was conducted by selecting a sample of approximately 100 customers
from each of the participating restaurants. This provided a clustered sample.
3. The data being gathered for this descriptive study are predominantly interval-level
semantic differential scales.
4. This data was collected during the month of June over the period of three weeks.
Therefore, seasonality (i.e., the time of year of the data collection) may present a variable that
has not been accounted for within this study.
These factors may be of relevant significance in the generalization of the data.
CHAPTER 2
REVIEW OF LITERATURE
Introduction
Food service is a basic part of the North American way of life. The restaurant and
foodservice industry provides food and.beverages prepared outside the home for public
consumption (Fisher, cited in Khan, Olsen & Var, 1993). Americans spend nearly half of
their food budget (43.5%) on food prepared outside the home. Virtually everyone in
North America has eaten in a restaurant, and approximately half (46 percent) of the
population ate in a restaurant on a typical day during 1998 (NRA, 2000). Food service's
share of the dollar has increased constantly over the last 35 years (Powers, 1995).
Industry sales have increased from $42.8 billion in 1970, to $241.3 billion in 1990 (Khan
et al., 1993). The NRA's industry sales projection for the year 2000 is $376 billion
(NRA, 2000). Contemporary lifestyles require food prepared away from home.
Restaurant Sales Have Risen
Dramatically Since 1970
Food-and-Drink Sales
(Billions of Current Dollars)
,4 —0 
.. . _...„„. 376.2-
1970 1980 1990 2000*Source: NRA, 200  Pocket Factbook
Figure : Restaurant Sales 1970 to 2000
   
* Projected
Source: NRA, 2000 Pocket Factbook
Figure 1: Restaurant Sales 1970 to 2000*
Consumers in the year 2000 will be the most sophisticated that the food service
industry has ever encountered. To meet their expectations, food will be artistically
presented, its service will be perfect, and the dining environment will be consummately
welcoming. In 2000, friendly and sincere service is what will make a difference.
Consumers' concerns about cholesterol, fat, sugar, fiber, and calories will also increase
tremendously (Lattin, 1989). Restaurateurs are well aware that the busy baby-boom
generation fueled industry growth for decades, spurring the fast-food explosion of the
1960s and 1970s and making takeout a way of life. Baby-boomers' desire for safe,
entertaining environments in which they could socialize with family and friends drove the
casual-dining trend of the 1980s and 1990s. With the dawn of the new millennium a large
number of baby-boomers have just moved into their peak earning years. They will be
eager restaurant customers for years to come, and will continue to have a strong effect on
the industry. At the same time, younger generations promise to make their mark on
business as the new age begins. All of these demographic changes add up to a wide array
of pressures and possibilities for operators in the years ahead (NRA, 2000).
As a restaurateur, the primary function is the service of food and beverages to the
customer. The reward for providing this service, the net profit the restaurant generates,
depends on many factors, but is strongly related to the gross volume of business. The
gross volume of business is, in turn, almost totally dependent upon the quality of service,
as it is perceived by the customer. The quality of service is important, but the customer's
perception of the quality of service is of even greater importance (Seltz, 1983). Customer
perceptions of service quality and the level of satisfaction experienced affect their
decisions concerning whether or not they will patronize the business establishment again.
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The Hospitality Industry
The hospitality industry is comprised of those businesses which practice the act
of being hospitable; and are characterized by generosity and friendliness to the guest
(Brymer, 1991). The major segments of the hospitality industry are food service,
lodging, travel, and recreation. The term 'hospitality' links all these four business
segments together, each of them a huge entity in itself. How does one sketch an outline
of each of these four segments? It would be virtually impossible to identify each type of
business in the food service, lodging, travel, and recreation segments (Brymer, 1991).
Besides, the main focus of this study is on a smaller component, a sub-section of the
food service industry.
The Food Service Business
The food service business is the most expansive and diverse of the hospitality
industry. It is the largest single segment in the hospitality industry and one of the largest
businesses, overall, in the United States (Brymer, 1991). In America the industry has its
origins in Boston, dating back to 1634, when Samuel Cole opened the first American
tavern, the Coles Ordinary (Khan et al., 1993). At that time, inns and taverns were
informal gathering places where patrons could discuss politics and community gossip,
over ale and food. They were modeled after those in England. With the American
Revolution, came the end of roadside inns, as they went out of fashion along with all
things British. French cuisine rose in popularity. In 1765, Monsieur A. Boulanger
opened the first restaurant in France. It offered a selection of items on a menu, and the
restaurant had a sign in Latin posted over it, which translated meant, 'Come to me all
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whose stomachs cry out in anguish and I shall restore you.' It is from this that the word
restaurant is derived (Khan et al., 1993).
Food service consumers switch from one type of operation to another as their
needs change at a particular meal or day of the week. Consumers cannot be tightly
categorized as patrons for only one or two types of operations. Within a 12-month
period, a single food service patron is likely to patronize many different food service
segments. The food service market can be categorized into five segments as follows:
the continental or gourmet segment, specialty restaurants, coffee shops, cafeterias, and
fast food (Reid, 1983). Indian restaurants fall into the category of the specialty
restaurant. Hence, this study will be confined to this segment of the food service
industry.
The specialty restaurant: These restaurants specialize in a particular category of
menu items segment, which embrace a broad range of operations like those with a
definite menu type, such as seafood, and barbecued foods; those which serve a
particular ethnic cuisine, for example, Greek, German, Italian, and so on. This type of
operation usually stresses both atmosphere and food quality equally. They often satisfy
consumers' needs for food and beverage items that are not readily available at home.
Another common need for these patrons is to relax and unwind after a long day, or use
such restaurants for business entertaining. While the perceived value of the product-
service mix of specialty restaurants is not as high as it is for the continental segment, the
level of personal attention is still quite high. No matter how exotic the cuisine, today's
consumer desires a good overall restaurant experience. Friendly, attentive service,
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flavorful food and a good atmosphere are just as critical to the success of an ethnic
restaurant, as they are to any establishment (Mills, 2000).
Ethnic restaurants: Immigrants today influence the American market for ethnic
restaurants and cuisines (Mills, 2000), just as they did during the nineteenth century,
when successive waves of Irish, British, German, Scandinavian, Slavs, Italians, Jews,
Chinese, Japanese, and Mexicans changed the face and eating patterns of American
farmlands and cities. In the early decades of this century, though restrictive laws
lessened immigration from Europe and Asia, internal migrations of southern white and
black sharecroppers to Detroit and New York transferred eating habits from one
American region to another. In today's world, new immigrants from Asia, the
Caribbean, and Latin America bring the smells and tastes of their homeland cuisine to
Miami, New York, Minneapolis, and Los Angeles (Gabaccia, 1998).
In America, British foods provided comfort to people who were far from their
'home.' While some foods disappeared, others such as the British fondness for beef,
fish, heavy puddings, and addiction to cereal pottages; a love of wheat bread, tarts, and
pies; the use of currants and raisins to flavor puddings and mushes; the liberal use of
butter on meats and vegetables; the generous use of cheese; the drinking of beer, ale,
cider, and milk persisted. "It is in England that one finds the beginnings of American
foods and beverages" (Hooker, 1981, p. 1). The English built a carnivorous diet, with
various kinds of 'puddings' both savory and sweet. During the late 1840s and 1850s
thousands of Chinese flocked to California with the intention of finding gold. They
were also hired to construct the Central Pacific Railroad. Of all the immigrant groups,
the Chinese most rigidly adhered to their food habits. Their diet consisted mainly of
16
rice, vegetables, fish, fowl, and pork. Fish and vegetables were frequently salted to
preserve them (Hooker, 1981). Today Chinese food, along with Italian and Mexican
cuisines have joined the mainstream, according to the NRA's latest consumer study,
Ethnic Cuisines II (Mills, 2000). The heaviest concentration of Czech migration was
between 1870 and 1890. The new settlers made their homes in Wisconsin, Minnesota,
Iowa, Nebraska, and Texas. The food they ate, meat, potatoes, flour and cabbage,
tended to be 'heavy' and was cooked for a long time. Rye bread and dumplings
accompanied meat. The popular fruit-filled pastry, the kolac, or kolacky, became the
basis for yearly celebrations in both Iowa and Minnesota, where Czechs and non-
Czechs, celebrate Kolacky Day in a festive mingling of music, dancing, and kolackies.
Although immigrants from each of the different Central European countries brought
their own individuality, the differences were small. Compared to the Czechs, the
Slovaks ate more potatoes, fruits, vegetables, and milk, and their cooking was generally
more elaborate, richer, and spicier (Hooker, 1981). The Italians who emigrated in large
numbers, especially between 1900 and 1930 also clung to their native diet of imported
cheeses, olive oil, sausages, anchovies, herbs, pastas, wines, coffee mixtures, and other
delicacies. The Greeks, like the Italians cooked with olive oil and enjoyed wine with
their meals. However, usually the main dish of Greek farmers was vegetables cooked in
a casserole with beans, rice, peas, grain, or pasta, and well flavored with hot peppers,
oregano, or some other herbs and spices. Cheese, black olives, watermelons, figs,
oranges, and grapes were also eaten, with lamb dishes being served only on special
occasions or Sundays (Hooker, 1981). The 'new immigration' from southern and
eastern Europe continued until World War I. German delicatessens sold many varieties
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of sausages, potato salad, herring and other fish salads, sauerkraut, smoked and spiced
fish, cold goose in meat jelly, and smoked Westphalian ham. Wedding feasts served
platters of fried chicken, ham, roast beef, sauerbraten, German wurst, many home-
canned fruits and vegetables, German chocolate cakes and butter cookies,
'Hockzeitkuchen' or 'kuka,' a flat cookie-like sugar and cinnamon cake served in pie-
shaped wedges, together with many glasses of schnaps or hot coffee. As early as the
1850s the Norwegians, Swedes, Danes, and Finns moved into the Great Plains, and
northern Wisconsin and Minnesota, introducing America to lye-cured cod called
lutefisk, pickled herring, small meatballs, beet salads, and crisp rye breads.
The NRA 2000 restaurant industry eating-place trends forecast discusses the
impact of immigration on the restaurant industry in the last decade, where more than
one million immigrants have arrived annually. It states that there is no doubt that
immigration has had a positive impact on the restaurant industry. Recent immigrants
have brought their culture and cuisine to the United States just as earlier immigrants
did, and those flavors have found favor in the American marketplace. There is a follow
up report on ethnic cuisines, Ethnic Cuisines II, which is reported in Restaurants USA,
May 2000 (Vol. 20, No. 4). This article reiterates many of the ideas in the first report. A
notable exception is the inclusion and mention of Indian and Korean cuisines, and a
shift in consumer attitudes toward ethnic cuisines. Indian and Korean cuisines are
described as appealing to adventurous diners and those with a penchant for spicy foods;
and consumers don't feel as strongly about ethnic cuisines, because such foods have
become more commonplace.
In the past decade, ethnic foods have become widely available and increasingly
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popular in western consumer food markets. It is known that as incomes rise, consumers
increase the number and variety of goods they purchase, including food. Consumers are
becoming better traveled as they become wealthier and many consumers in developed
nations are searching to satisfy their desire for alternatives to old food habits. The
increase in diversity of populations within individual nations is another factor which has
fueled a consumer demand for more culturally diverse foods. An increase in the interest
in ethnic foods may be a reflection of the changing cultures of consumers as a result of
individuals from different cultural backgrounds being in continuous contact with one
another (Iqbal, 1996).
In Restaurants USA (1997), Papadopoulos summarizes her findings on the latest
food trends in America. According to the NRA's survey of 180 professional chefs
today's 'hot' and trendy items tend to fall into two categories: 1) ethnic-oriented items:
ethnic cuisines, hot-and-spicy foods, and 2) healthy alternatives: lower-fat items and
vegetarian entrees. Aged balsamic vinegar, hot chili peppers, exotic mushrooms, ginger,
hot sauce and roasted garlic are among the 20 most fashionable food trends, which
coincidentally, are the principal ingredients in those ethnic cuisines that are growing in
popularity. Use of these ingredients creates a certain flavor intensity which is another
component of this trend towards ethnic food. The inclusion of hotter, spicier food is
growing in importance at approximately two out of five table service operations,
according to the NRA's Tableservice Restaurant Trends-1995. The USDA reports that
U.S. consumption of herbs and spices increased 38 percent between 1984 and 1994,
exceeding 2.7 pounds per person. Consumption of hot peppers averaged 6.2 pounds per
person between 1990 and 1994, up 76 percent from the 1980-84 period. This reflects
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consumers' growing interest in spicy and ethnic foods. Again, the NRA's Tableservice
Operators Survey confirms the rising popularity of fish/seafood, and meatless/
vegetarian entrees. More than three out of 10 menus offered a meatless entr6e in 1995,
where previously less than one-quarter of the menus did in 1990, according to Menu
Analysis-1995. Many ethnic cuisines have moved beyond the phase of being merely
trendy and have made a permanent mark on the American menu. Currently, Italian,
Mexican and Chinese cuisines dominate the ethnic-food market, according to the 1992
Census of Retail Trade and data from the NRA's Ethnic Cuisine: A Profile. Almost all
customers have tried these aforementioned ethnic cuisines. These "traditional" ethnic
cuisines enjoy the highest popularity among consumers because they have become
ingrained in American culture and are served at restaurants throughout the country
(Papadopoulos, 1997).
America's interest in international cuisine should come as no surprise, since
demographically, the United States is more diverse today than ever before, and cuisines
of minority populations are making a bigger impact on the tastes of the nation (NRA,
2000). The growing cultural diversity of the United States is certainly influencing
Americans' taste for ethnic foods (Papadopoulos, 1997).
American consumers from a wide variety of backgrounds crossed over culinary
boundaries in large numbers in the early years of the twentieth century. This crossing
over created ethnic niches and multi-ethnic regional food markets. Labor recruited from
within the ethnic community created considerable competition in these niches, but it
also gave businessmen the capital and know-how they needed to break out of their
enclave economies and into a wider multi-ethnic market.
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Crossover businessmen usually carried ethnicity with them, so their business
niches gave regional marketplaces an ethnic flavor. Ethnicity was no longer confined to
enclave economies where consumers bought from producers and retailers of the same
background. Ethnicity had instead become a dimension of multi-ethnic crossover
exchanges. Ethnic foods also left their enclaves to be purchased by a wide range of
American consumers. An ethnic label often marked them, even as they gradually found
mixture with other ingredients (Gabaccia, 1998).
As Americans travel in ever increasing numbers, experience different cultures,
and taste various cuisines, they will continue to crave foods discovered during those
travels. Besides that, people immigrating to the United States will continue to bring
foods and flavors of their homelands with them, enriching and diversifying the
American culinary landscape (NRA, 1999)
By the 1980s, ethnic restaurants constituted 10% of all restaurants in the United
States, although they were most prominent in the Northeast and West (Gabaccia, 1998).
Consumer interest in and acceptance of ethnic foods continues to expand and reflect the
increasingly pluralistic composition of contemporary society (NRA, 1989). American
consumers have become exposed to a greater variety of ethnic foods, than ever before,
on account of the aforementioned factors, as much as the fact that both individual
consumers and families have taken to eating out more often, for entertainment, and to
relieve their busy schedules (Stephanie, 1997).
The NRA's (2000) ongoing research states that " Italian, Chinese, and Mexican
are the most popular ethnic cuisines, while some less well-known cuisines, such as
Japanese sushi, Thai, Caribbean, and Middle Eastern, are reaching a broader audience."
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From this statement it is evident that Indian cuisine does not even fall into the category
of 'some less well-known cuisines.' Because of the changes that are taking place in the
hospitality services, such as heightened competitive pressures and increased consumer
expectations, there is a growing need for better understanding of how to develop and
maintain customer satisfaction and loyalty (Sundaram et al., 1997). Consumers will
continue to be more demanding in the future, especially in service. They have less time
and are too rushed to prepare meals (Cetron et al., 1996). They should be provided with
what they really want. A successful food and beverage service operation relies on
satisfied customers returning again and again.
Several articles in the recent popular press have highlighted the growing interest
in ethnic cuisines, and restaurants specializing in their preparation and service. Deveny
(1995) discusses the dietary habits of a family in Appleton, Wisconsin, in 'America's
Heartland Acquires Global Tastes.' Couscous paella with shrimp, feta cheese and red
peppers; and fettuccine with a sauce made of fresh basil, pine nuts and blue cheese graced
their table, instead of a traditional pot roast with a baked potato, boiled vegetables and
bread and butter. The family often replaces a meat and potato menu with pasta or some
other meatless dish and a salad. Supermarkets too are stocking more than 500 varieties of
produce, where previously they would stock only about 300 to 350 items. Trends across
the globe indicate that people are experimenting with new tastes. In Japan, meals that are
fast, frozen and foreign, dominate the diet, as people feel that they have too little time for
tradition (Shirouzu, 1995), while in France two-career couples want American style
prepared foods such as Aunt Jemima pancake mix, boxes of quick cooking rice, instant
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mashed potatoes, salad croutons, dried spaghetti, and fondue mix. Traditional fat-filled
dishes are losing their appeal (Ster, 1995).
Mr. Raghavan Iyer, a native of Bombay, India is the co-founder and education
director of the Asian Culinary Arts Institute in Minneapolis. He taught a class in the
cooking of Indian wedding food, in April 1999, having just returned from the
International Association of Culinary Professionals annual conference in Phoenix,
Arizona. There he demonstrated the preparation of vegetarian food sold on the streets of
Mumbai (Bombay, India), to food experts from around the world (Harris, 1999). While
Indian cuisine may only just be gaining in popularity with customers in the Twin Cities,
the palates of New Yorkers have become so sophisticated, that chef Floyd Cardoz finds
a niche for Indian fusion cuisine, and Suvir Saran is a partner in a French-Indian
restaurant called Pondicherry (Kulman, 1999).
Vegetarian Cuisine
Vegetarian food too, is gaining in popularity. The National Restaurant
Association's Tableservice Restaurants Trends - 1998 found, more than half of table
service operators with average per-person check sizes of $15 or more reported that
vegetarian dishes were being ordered more frequently than two years ago. It also found
that more than one-third of the consumers of vegetarian items indicated they were
ordering more of them than they were two years ago (McDaniel, 1999). Many Indians
are vegetarians and hence Indian cuisine reflects this familiarity through the preparation
of vegetables in myriad, interesting, exotic and appealing dishes. The most well known
way that religion has affected the diets of Indians is in the practice of vegetarianism.
India is known as the world's largest country of vegetarians. Vegetarianism, and
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especially avoiding beef in particular, is part of Hindu philosophy. And though some
Hindus occasionally eat chicken, fish, goat, or lamb, Buddhists and Jains avoid meat
altogether, preferring instead to take advantage of the variety of vegetables, grains, and
legumes that the land of India has given them (Moy et al., 1998). Other signs also point
to the growing popularity of vegetarian cuisine. The 1998 winner of the Julia Child
Cookbook Awards Best cookbook of the Year is Deborah Madison's 'Vegetarian
Cooking for Everyone' (McDaniel, 1999). Madhur Jaffrey was one of the recipients of
the James Beard Foundation Awards on May 8, 2000. The KitchenAid Cookbook
Award in the International category went to her for her latest book, 'Madhur Jaffrey's
World Vegetarian' (Dwarkanath, 2000). The Boston Vegetarian Food Festival is held
annually in October.
One exhibitor, M.U. Shaikh, doesn't just sell his Tastes of the East curry sauces.
With ethnic restaurants and markets blooming, Indian food today is a strong
vegetarian option in America. Shaikh reinforces the concept to kids - about 10
percent are veggie, mostly girls. (The faithful at Boston's, 1999, p. 24).
When describing the contents of the third edition of the 'Guide to restaurants serving
vegetarian and natural foods in the United States and Canada', Kala Dwarakanath
(1999) writes that "ethnic foods also have their place in the guide, where one can find
places serving the cuisines of North and South India. Some of the items one would find
in the eateries listed here are samosas, pakoras, a range of Indian vegetable side dishes,
breads..." (p. 20). In Asian Pages, Harris (1999), describes the influx of new Indian
restaurants in Manhattan, "The latest is a new vegetarian restaurant, Ayurveda Cafe."
The article quotes Joseph O'Neill who describes, in the New York magazine, the
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Ayurveda Cafd, as a draw for connoisseurs of Indian food, where all are welcome for
tea (either mint, or spiced with cinnamon and cardamom) and conversation (which may
be spiced with the poems and problems that customers are encouraged to bring along).
Lunch and dinner feature prix fixe all-you-can-eat meals consisting of ten items whose
composition changes daily but which always features the six essential tastes: salty,
sweet, sour, bitter, astringent, and pungent. Typical fare includes a chickpea appetizer,
stewed spinach and mushrooms, salad, potato in masala sauce, raita, saffron and
jasmine scented basmati rice, and tandoori roti, accompanied with daal, and tamarind
and coriander chutneys, followed by a mango custard or kheer (rice pudding).
Many predict that American interest in authentic Indian food will grow as more
people turn to vegetarian alternatives. Model Anne Rawlings, a Kentuckian who
grew up eating fried chicken, is enrolled in Suvir Saran's Indian cooking classes.
"There are spices I never knew existed," Rawlings says, "and some, like
(sulfuric) asafetida, smell pretty scary." She now grinds spices herself with a
mortar and pestle (Kulman, 1999, p. 72).
Indian Cuisine:
Indian food is as diverse as its culture, racial structure, geography, and climate.
Indian cuisine is a fusion of east and west, in the most delicate and subtle ways (Moy et
al., 1998). The peoples of India used their foreign visitors to their advantage, to enrich
their own culture and cuisine. Thus, various influences such as religion and foreign
cultures, contributed to the cuisine we know today as Indian.
The food of India, from the normal dinner served in a low-income house, to
extravagant ceremonies and festivals, is rooted in traditions dictated by the ancient
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Hindu text, the Ayurveda. Ayurveda, is the oldest system of medicine in the world, and
traces its roots to the Vedic period in ancient India (1500 B.C.). Directly translated from
the Sanskrit words ayur (life) and veda (knowledge), this ancient text aptly describes the
essence of the ancient Indian system of medicine. It is both the name of the text which
discusses this form of medical practice, as well as the name for the practice itself.
Loosely translated it is a systematic approach to the art and science of living, which
utilizes all that nature provides (foods, spices, herbal medicines, colors, metals, gems,
sound) to not only overcome illness but continually strengthen oneself. Ayurveda
evolved in an ancient culture which understood the human condition to be limitless; the
daily implementation of Ayurvedic principles create a strong body, clarity of mind and
tranquility of spirit so the individual may move closer to realizing her/his true potential
(SpiritWeb, 1995). Every cook considers the effects on the body of each spice and
ingredient he/she adds to a dish, as well as the final combinations of dishes that will be
served. The medicinal properties of specific foods are carefully calculated in the mind
of the cook (Moy et al., 1998). For example, yoghurt which has recently become
popular in America, has always been a part of the Indian meal. It is not only an antacid,
but is also supposed to prolong life (Singh, 1981).
Spices are said to stimulate the liver, a useful attribute in a hot country, where
the liver becomes sluggish. The Ayurvedic-Hindu science of medicine,
recommends ginger for rheumatism and liver complaints; cardamom for nausea,
colds, fevers, hemorrhoids and eye troubles; cloves for brain and heart ailments;
anise seeds for stomach disorders; chillies for paralysis; and turmeric as a
fungicide and for itching and skin diseases (Singh, 1981, p. 7).
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The essence of good Indian cooking centers on the appropriate use of aromatic
spices used in varying proportions to produce different flavors and dishes. The skill lies
in the subtle blending of these spices to enhance the basic flavor of a particular or main
ingredient. The spices have the effect of being appetizers, but also have medicinal and
digestive properties (Embassy of India, 2000). Besides spices, there are several other
foods and ingredients which are typically used in the preparation of Indian meals.
Yet surprisingly, only a handful of spices are native to India - black pepper,
cardamom, turmeric, and curry leaf among them. Most of the spices in curry
powder, the famous blend from India, are of Mediterranean origin. Cumin,
coriander, fennel, mustard, and fenugreek are all native to the Mediterranean
Basin. And chiles, too, are an import, introduced by the Portuguese in the early
sixteenth century from the New World (Sahni, 1998, p. 1).
The thali or traditional Indian style of eating is somewhat different from what is
customary in the West (Sahni, 1998). It refers to both the traditional Indian style of
eating, as well as the rimmed, stainless steel plate. Each of the various dishes is spooned
into small individual bowls, which are then neatly arranged on a large 15-inch diameter,
rimmed stainless steel plate or tray. Rice, bread, pickles, and relishes are placed on the
thali, and a fully arranged thali is served to each person. As the individual bowls get
emptied, they are usually promptly replenished in the tradition of true Indian hospitality.
The meal is often rounded off with apaan, to aid digestion of heavy foods, and refresh
one's mouth. It is an assortment of digestive spices like aniseed, cloves, arecanut, and
cardamom wrapped in a betel leaf (Embassy of India, 2000).
Milk products such as ghee (clarified butter), and curd or dahi (yoghurt) are
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used extensively especially in North Indian cooking. A large variety of lentils or daals
prepared in various ways are also consumed at each meal, across the country. Regional
preferences and availability determine the actual use in a particular area. In the north,
Kashmiri and Moghlai cuisines show strong Central Asian influences. The Moguls of
the Timurid Dynasty introduced to India a blend of Persian-Muslim-Indian cooking
styles. Rich relishes, meats with cream and butter sauces, biriyanis and pilafs, samosas,
baked breads, dates, nuts, rose water and sweets were the characteristics of mogul food.
These eventually gave way to the modem korma and the butter chicken dishes (Moy et
al., 1998). A typically North Indian meal would consist of unleavened bread, of which
there is a large selection, basmati rice, a daal preparation, vegetable dishes, curries,
yoghurt, chutneys, and pickles. The food tends to be very hearty and rich with liberal
use of clarified butter, cream and full cream yoghurt in the preparation.
All coastal kitchens make strong use of fish and coconuts, tamarind is used in
most Tamil food of South India, while many find the food from the state of Andhra to
often be excessively pungent (http://theory.tifr.res.in/bombay/history/people/cuisine/).
The cooking of the South has also been influenced by foreigners. Phoenicians, Syrians,
Egyptians, Greeks, Arabs, Romans, and the Chinese sailed to Kerala in ancient times
for trade. Jewish settlers arrived to escape Roman persecution (Moy et al., 1998). In
accommodating the religious restrictions of all the settlers, and given that Kerala is
already rich in resources both on land and sea, some of the best and most unique dishes
in Indian cuisine, come from this state (Moy et al., 1998). South Indian food is largely
fried, roasted and steamed. Rice, rather than bread is the staple food and forms the basis
of every meal. It is usually served with sambhar, rasam (a thin, watery, spicy soup-like
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preparation), dry and curried vegetables and a yoghurt preparation called pachadi.
Coconut is an important ingredient in all South Indian food, with coconut oil often
being used as the medium in which spices are fried. Popular South Indian dishes from
the state of Tamil Nadu are dosa (a crisp, paper thin, rice and lentil crepe, about 10" in
diameter), idli (steamed rice cake) and vada (fermented rice and lentil mixture, shaped
like a doughnut, which is deep fried).
The Arab traders brought coffee to southern India, where coffee is most popular.
Many South Indians drink coffee at breakfast, although this isn't what the west knows
as coffee. It is more like cafe au lait, basically a small amount of strongly brewed coffee
diluted with steamed milk, with sugar added for sweetness (Moy et al., 1998).
In recent memory, the Portuguese have probably been the most influential to
Indian cuisine. For more than four hundred years, the Portuguese maintained trade with
India, and brought to India, from the Americas many vital ingredients in moder Indian
cooking. In 1510, they established and remained in the colony of Goa, on the west
coast, even after India had gained independence from the British, only giving it up in
1961. The Portuguese introduced vinegar, which is widely used as a souring agent in
many Indian dishes. The well-known dish vindaloo uses a lot of vinegar, and actually
comes from the Portuguese words for vinegar and garlic. Chili peppers replaced
peppercorns and cloves, once the Portuguese brought them to India. Indians' love of hot
food led them to embrace the chili pepper once it arrived. The potato was also
introduced to India via the Portuguese, with the Portuguese word 'batata' incorporated
into many Indian languages, meaning potato. They can also be credited with introducing
tomatoes, the basic ingredient in many North Indian dishes, refined sugar, sweet potato,
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yeast to produce loaves of leavened bread, and the cashew nut (Moy et al., 1998).
Previously, Indians didn't know of any bread that rose above a couple of centimeters
after being cooked (Jaffrey cited in Moy et al., 1998).
The English were another major influence, although today it would seem more
that Indian cuisine has influenced traditional British food. "The rise of the great British
curry has been swift and startling. Back in 1950 there were just six Indian restaurants in
the whole country. Now there are over 7,500 and every high street has its Star of India
or Taj Mahal. Twice as much Indian food is sold in Britain as fish and chips.
McDonalds have had to adapt their British menus to include curry and spice." (In the
pink, 1999, p. 46). The English began many new traditions and customs, which have
remained even after they left. In middle-class homes everywhere, a dining table
replaced the kitchen floor as the place to eat at, and chinaware crockery and plates
replaced the traditional thali. Indians began to use cutlery more often to convey food to
their mouths, instead of the traditional use of their finger tips. The British employed
Indians as cooks in their kitchens, and left many of them knowledgeable in the
preparation of not only Indian curries, but also cutlets, croquettes, sausages, cakes,
puddings, jams, and biscuits. To this day, many upper class households and private
clubs still regularly eat Anglo-Indian food (Moy et al., 1998).
In the western state of Gujarat especially, the primary foreign influence was that
of the Parsees, who came to India from Iran in 850 AD. They brought with them a meat
eating tradition, an affection for eggs, raisins, nuts, butter, and cream. This can be seen
in the mixture of sweet and sour of Gujarati cuisine (Moy et al., 1998).
From the above discussion it is clear that Indian food has changed greatly since
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the Ayurveda was written. Although some of the traditions and beliefs are the same,
foreign cultures have influenced the cuisine throughout India's history. This continues
to be the case even today. Modem India is going through a period of rapid culinary
evolution. With urbanization and the consequent evolution of patterns of living, home-
cooked food has become simpler. Meanwhile restaurants, increasingly popular,
encourage mixing of styles - tandoori fish (whereas previously, meat, breads and
chicken were the only food that was cooked in a tandoor), mutton dosas (previously
dosas implied an all vegetarian dish), and Jain pizzas (the Jain community has the
strictest restrictions and regulations on what foods can and cannot be consumed) (The
Mumbai Pages, 1995).
Market Analysis and Marketing in the Food Service Industry
The objective of a comprehensive market analysis is to determine the market
potential of a proposed project. The decision to invest in a foodservice facility depends
on its ability to generate profit and provide a return to owners or investors (McCool,
cited in Khan et al., 1993). This ability to generate profit is dependent on several factors
such as the location of the foodservice facility, the population available as potential
customers, described in terms of their demographics, employment statistics, and major
employers in the area. Products and services must match the needs, wants and
expectations of the potential customer base. Planet Hollywood is a good example of the
outcome of not matching products and services with the needs, wants and expectations
of customers. Planet Hollywood markets itself as an entertainment destination. As a
theme restaurant it generally occupies a large space, has a strong merchandise
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component and uses elaborate d6cor that reflects a theme such as movies or music,
commonly referred to as 'eatertainment' concepts (Gabriel, 1999). For theme
restaurants, being profitable in the competitive world of dining, and attracting and
retaining customers today is a struggle. Matt VanAuken, general manager of Hard Rock
Caf6, Phoenix, another theme restaurant, sums up the situation when he says that most
theme restaurants are having difficulty because a lot of flash-in-the-pan theme
restaurants thought that with a theme, they could turn a profit, even if they offered
really bad food and service (Gabriel, 1999). Elin Jeffords a restaurant consultant and
freelance writer doesn't understand the lure of theme restaurants, especially Planet
Hollywood, which uses movie memorabilia and celebrates grand openings with
personal appearances by movie stars. She considers the food that theme restaurants
serve an insult, and says that they add to the dumbing-down of American taste (Gabriel,
1999). Planet Hollywood started in 1991, with Hard Rock Cafe veteran Robert Earl and
film producer Keith Barish. They garnered the promotional support of movie stars like
Arnold Schwarznegger, Bruce Willis, Demi Moore, and Sylvester Stallone (Hoover's
Company Profiles, 2000). Planet Hollywood launched its initial public offering in April
1996, and by October 1996, its stocks were being traded at a much higher price than
that of the initial public offering price (McGough & De Lisser, 1996). However, theme
restaurants didn't seem to realize that a gimmick does not necessarily translate into
success. Diners have other needs that must be fulfilled (Pacelle, 1997). Soon, suffering
from poor repeat business and stiff competition, Planet Hollywood was forced to scale
back expansion, with the Official All Star Cafes, and Cool Planet, one of its hotels, up
for sale. The company brought in turnaround specialist William Baumhauer in 1998,
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only to see him leave early the next year. Film producer Keith Barish also got out in
1999. The company filed for Chapter 11 bankruptcy protection in 1999 and was
subsequently delisted from the New York Stock Exchange (Hoover's Company
Profiles, 2000). "The Planet Hollywood debacle represents something like divine
retribution against one of the worst developments in American business today, which is
the tendency on the part of some executives to disdain their customers" (Akst, 1998, p.
A 26).
Population demographics:
Demographic data are used to describe a population in terms of its size,
structure, and distribution (Hawkins, Best, & Coney, 1983). The number of individuals
in a population explains its size while its structure describes the population in terms of
age, income, education and occupation. Typical information requested to develop a
customer profile includes age of the population, average family size, disposable income
level, educational levels, ethnic backgrounds, and types of occupation. The current
market potential, as well as that of the future must be examined (McCool, cited in Khan
et al., 1993). The basic demographics (Demographics, USA, 1999) of the metropolitan
area of Minneapolis-St.Paul is as follows: the population is 2,843,100, of which 90.6
percent are White, 4.7 percent are Black, 3.7 percent are Asian/Pacific Islanders, and
2.2 percent are Hispanic.
Neighborhood appearance and descriptors:
Neighborhood appearance and descriptors can also significantly affect the
market potential (McCool, cited in Khan et al., 1993). In neighborhoods experiencing
rapid change, a popular concept today, may quickly be rejected, or become unpopular,
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because of a new development in the area. If the population has too diverse an ethnic
composition, it may be difficult to find a product base that appeals to the required
number of customers. Other businesses in the area may be an indication of the traffic
flow, or type of clientele that may frequent the restaurant. The level of discretionary
funds available to the potential customer base may also be linked to the neighborhood,
or factors related to the neighborhood. Social barriers such as industrial areas, slums,
and areas thought to have high crime rates, or even areas with congested traffic and
affluent residential areas, affect potential business. Ideally, prior to opening any given
restaurant, a site analysis should be undertaken. Besides obtaining information
concerning the neighborhood, a reliable site analysis will consider factors such as the
advantages and disadvantages of the location in relation to the business, for example, an
ethnic restaurant. Ellsworth Statler, founder of the Statler Hotel chain, once said: "There
are three factors necessary for the success of a hotel. They are location, location, and
location" (Powers, 1990, p. 154). The same principle applies to a food service
operation. Stefanelli (1990) noted that the selection of a good location will not
guarantee success, however the choice of a poor location will almost certainly guarantee
failure. A phenomenon that is becoming fairly widespread today is the location of a
food service establishment within another type of unit such as a shopping mall, gas
station, or an office building. "Persons coming to the host unit for other purposes
provide a potential customer base that the foodservice establishment may be able to
capitalize on" (McCool, cited in Khan et al., 1993, p. 19).
When assessing the proposed site, consideration should be given to the volume
of both pedestrian and automobile traffic in the area and to the proximity of both
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competitors and demand generators. Demand generators are facilities or
activities that would encourage potential customers to come to the site as noted
in the previous discussion on neighborhood descriptors (McCool, cited in Khan
et al., 1993, p. 20).
Major traffic arteries:
Major thoroughfares and traffic regulations such as one-way streets, stop signs,
traffic lights, actual and effective speed limits, number of lanes, median barriers, traffic
counts, and proposed road works; major destinations which include shopping malls, and
office buildings; direct competitors, i.e. those food service establishments that closely
resemble the project under consideration; and indirect competitors such as nearby
convenience stores, office cafeterias, and fast food outlets, can have a great impact on a
restaurant's volume of business (McCool, cited in Khan et al., 1993).
Types of environments:
Other conditions such as the technological, political, economic and the socio-
cultural environments affect the business environment. These factors must not be
overlooked when assessing the market (McCool, cited in Khan et al., 1993). For
example, the exponential growth of the software industry in the United States, and
around the world, has resulted in a shortage of qualified staff (Hoffman, 1998).
According to the National Software Alliance, the information technology skills shortage
is so severe, that it could eventually hurt US global competitiveness. One solution is to
increase immigration and temporary worker limits, said Norm Brown, director of the
Alliance. He noted that one technical recruiter from U.S. Robotics, in Skokie, IL,
recently returned from a trip to India with 17 technologists because they couldn't find
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people with the same skills in the U.S. (Hoffman, 1998). In the United States, as
elsewhere, demand for high-tech workers has outstripped the supply, forcing businesses
and other employers to recruit overseas, particularly from India, which is one of the
largest sources of skilled technical workers today (Wright, 2000). Immigrants today are
no different from those of the nineteenth century who brought their culture and ethnicity
with them. Today's South Asian immigrants are fortunate in that there is already a fairly
well-established community of South Asians in the United States. "Psychologists tell us
that food and language are the cultural traits that humans learn first, and the ones that
they change with the greatest reluctance. The foods they ate as children forever define
familiarity and comfort" (Gabaccia, 1998, p. 6). Restaurants serving Indian cuisine
satisfy many of the needs of these new South Asian immigrants, as will be supported
and can be better understood from the section on Consumer Behavior. A market
analysis must consider trends appearing in the political environment and estimate how
these trends might be reflected in laws and regulations. Recession periods in a country's
economy can have an extremely adverse impact on a foodservice business, as witnessed
most acutely in the Far East, from mid-1997 through 1998.
Foodservice establishments are entwined with the social and cultural practices of
the populations they serve. Failure to adequately consider trends and changes in
this area can be devastating for a facility. Examples of recent changes that have
had significant impact on foodservice operations include the high proportions of
two-income families and single person families as increasing numbers of women
traveling and eating out alone (McCool, cited in Khan et al., 1993, p. 19).
36
Restaurant Industry Operations/ Consumer Profile
The National Restaurant Association (NRA) reports that the restaurant industry
is the third largest of all businesses in the United States (Cetron et al., 1996).
Consumers continue to look for convenience, value, and an entertaining environment
away from the stresses of daily life. Restaurants fill those needs. Recent NRA research
(2000) indicates that two out of five adults (42%) report that they are cooking fewer
meals at home than they were two years ago. On an average day in 1998, 21 percent of
U.S. households used some form of takeout or delivery, and almost half of all adults
were restaurant patrons on a typical day (NRA, 2000). More than two out of three adults
(68%) agree that going out to a restaurant with family and/or friends gives them an
opportunity to socialize and is the preferred way to use their leisure time rather than
cooking and cleaning up. More than one out of two consumers (56%) report that they
are not entertaining at home as often as they were two years ago. In the 1999 Consumer
Survey nearly four out of five adults identified themselves as value-conscious. Nearly
nine out often consumers (89%) report that the value they receive for the price they pay
at moderately priced sit-down restaurants meets or exceeds their expectations.
Setting prices is a complex issue, with a number of strategic and tactical
implications (Lewis, Chambers & Chacko, 1995). Pricing is customer-based and
customer-driven. It is also a tangible aspect of the product or service offered, and can be
used to change and manipulate customer perception. However, to be effective, the
process must be well understood. One way to determine an optimum price for a product
is to assess what the customer is willing to pay, and then set production methods and
costs to achieve a profit, based on that price (Lewis & Stowe, 1997). Traditional pricing
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methods, including 'cost-plus' and 'gut feel,' operate backwards, by setting a price
based on the operator's costs or profit goals. However, measuring the customer's price
sensitivity in a reasonably unbiased way is difficult. Moreover, the matter of appropriate
pricing is complicated by the fact that consumers use price as an indicator of quality.
So, it is possible to set a price too high, and price an item out of the market, as well as
set it too low, giving it a perception of unacceptably low quality (Lewis et al., 1997).
According to Peter Drucker (1993), customers do not see it as their job to ensure
businesses make a profit. The only sound way to price is to start out with what the
market is willing to pay. The worship of high profit margins and of 'premium pricing'
always creates a market for the competitor. High profits do not equal maximum profits.
Total profit is profit margin multiplied by turnover. Maximum profit is thus obtained by
the profit margin that yields the largest total profit flow. Mispricing a new product by
charging 'what the market will bear,' is another common mistake business owners
make. This is very similar to the previous error, since given enough incentive, a
potential competitor will find a way to carve out a niche for himself in the market. A
good example of the effect of competition is the Indian restaurant business in New
York, where restaurants try to attract business by offering live music, free desserts, and
half price specials (Jacobs, 1997). Often, business owners make the mistake of feeding
problems and starving opportunities. This is often found in the food service business
today, where there is much competition, and managers must seize every possible
opportunity. The American consumer is faced with a plethora of choices. It is up to the
management of a restaurant to create a niche that will differentiate them from the
competition. There are some additional factors that complicate the issue when pricing
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services: (1) customers often have inaccurate or limited reference prices (i.e. 'right'
prices) for services, (2) customers use key price as a key signal for quality, and
(3) monetary price is not the only relevant cost for service customers (Lewis et al.,
1997). In the final analysis, pricing, like a product, is consumer-driven, and
restaurateurs must recognize the importance of this very complex marketing tool (Lewis
et al., 1995).
Restaurant industry sales are forecast to advance five percent in 2000 and equal
four percent of the U.S. gross domestic product. The average annual household
expenditure for food away from home in 1997 was $1,921, or $768 per person (NRA,
2000). A steady growth in the number of restaurants has made the industry highly
competitive. Along with intensified competition, customers' demand for quality service
has escalated. Because of these changes in the competitive and consumer environments,
restaurateurs have to be more customer-oriented by focusing their attention on the
issues of customer satisfaction and service quality to ensure their survival. However,
some restaurateurs have begun to recognize that competing only on price is no longer a
viable strategy (Sundaram et al., 1997). Restaurant operators must be aware of the
wants and needs of customers who will be most likely to choose their establishment
(Gregoire et al., 1995). Therefore, it is essential to truly understand consumer behavior.
Consumer Behavior
The NRA Consumer Attitude survey, 1975 (Reid, 1983, p. 131), shows that the
ten most common reasons for consumer dissatisfaction are: (1) poor food quality,
(2) poor service, (3) too expensive, (4) meals weren't well prepared, (5) poor sanitary
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conditions, (6) eating establishment too crowded, (7) too noisy, (8) rude wait staff,
(9) portions too small, and (10) no place to park. The same survey indicates some of the
reasons for dining outside the home, as follows: (1) no one has to cook or clean up,
(2) for a change of pace, (3) for a treat, (4) good way to celebrate special occasions,
(5) convenience, (6) going out is a special occasion, (7) food not usually available at
home, (8) a good way to relax, and (9) reasonable prices.
Models of Consumer Behavior
There are traditionally three models of consumer behavior (Reid, 1983). The
Marshallian Economic model is based solely on economic variables. It views consumers
as very rational, carefully calculating the maximum use of their money to provide them
individual happiness.
The Marshallian model advances several other hypotheses of consumer behavior
in relation to a single product:
- As the price of a product or service is reduced, sales will increase.
- As the prices of competing products or services are reduced, sales of this
product will decrease.
- As the prices of complementary products or services are reduced, sales of
this product will increase. E.g. A fast-food chain lowers the price of French
fries, this model predicts that the sale of both hamburgers and French fries
would increase.
- As advertising and promotional expenditures increase, sales will increase
(Reid, 1983, p.144).
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The Pavlovian Learning model proposes that consumer behavior is learned
through association, where behavior is conditioned by drives, cues, responses, and
reinforcement (Reid, 1983). Drives are strong, internal stimuli that may lead an
individual to act. E.g. Within every person is the drive to eat. Cues are weaker stimuli
found in the individual and the environment. E.g. An individual hears a radio
advertisement for a delicious Indian tandoori meal while driving. This triggers the drive
to eat, which in turn may cause the individual to seek the food service establishment
mentioned in the advertisement. A response is an individual's overt response to the
configuration of cues received. Reinforcement is anything that either positively or
negatively influences or strengthens a response (Reid, 1983, p. 145).
The Veblenian Sociopsychological model takes into account the influence of the
social environment on an individual. It holds that an individual's culture, subculture,
social class, reference groups, and peer groups are the mainly influences in consumption
decisions (Reid, 1983).
The Consumer Decision-making Process
When consumers make decisions concerning the purchase of goods and
services, a very complex decision-making process takes place, influenced by numerous
variables. There are two major components of the decision-making process, extrinsic
influences, or those external, or outside the individual influences, and intrinsic
influences, or those internal to the individual (Reid, 1983).
Extrinsic influences on consumer behavior:
Cultural, social, and personal factors comprise the extrinsic influences. Culture
is defined as those patterns of behavior and social relations that characterize a society
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and separate it from others. An individual's culture serves to provide a frame of
reference concerning acceptable behaviors, or a learned set of arbitrary values (Reid,
1983). Culture is an integral part of the hospitality and travel business. It determines
what we eat, how we travel, where we travel, and where we stay. Culture is dynamic,
adapting to the environment (Kotler et al., 1999). Marketers continuously try to identify
cultural shifts in order to devise new products and services that might find a receptive
market.
Social class, or socioeconomic level is a large influence in consumer decision-
making (Reid, 1983). Social class in newer nations such as the United States is not
indicated by a single factor such as income, but is measured as a combination of
occupation, source of income, education, wealth, and other variables (Kotler et al.,
1999). Marketers are interested in social class because people within a given class tend
to exhibit similar behavior, including buying behavior. Social classes show distinct
product and brand preferences in such areas as food, travel, and leisure activity.
Marketers must be aware of the various social classes, their characteristics, and needs.
Reference groups are another influence on consumer behavior. Family, friends
and co-workers constitute primary groups - specifically those with whom there is
regular interaction. Secondary groups are more formal and have less interaction, such as
religious groups, professional associations and trade unions. People can also be
influenced by aspirational groups to which they do not belong, but would like to.
Marketers try to identify reference groups because they influence consumers by
exposing the person to new behaviors and lifestyles; they influence the person's
attitudes and self-concept; and they create pressures to conform that may affect the
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person's product, brand, and vendor choices. Groups also commonly have opinion
leaders, who exert influences over others because of special skills, knowledge,
personality, or other characteristics. Family members have a strong influence on buyer
behavior, and marketers have studied the influence of each family member on the
purchase of different products (Kotler et al., 1999). An individual's position in each
group can be defined in terms of role and status. Each role influences buying behavior.
E.g. College students may act differently when dining with their parents than when
dining with their peers. Roles are also influenced by surroundings. A person dining in
an elegant restaurant behaves differently than when he dines at a fast-food restaurant.
Each role carries a status with it reflecting the general esteem given to it by society.
People often choose products that show their status in society. Role and status are not
constant social variables. Many marketing and sales professionals have made serious
errors ofjudgment regarding the status of prospective customers (Kotler et al., 1999).
Personal factors such as age and life-cycle stage, occupation, economic
circumstances, lifestyle, and personality, influence consumers buying decisions. The
types of goods and services people buy change with age. Important age-related factors
are often overlooked by marketers. Buying behavior is also shaped by the family life-
cycle stage broadly grouped into young, middle-aged, and older. Within each of these
groups there are several sub-groups each with its own particular characteristics and
needs. A consumer's financial situation changes dramatically through the family life-
cycle stages (Kotler et al., 1999). A person's occupation affects the goods and services
bought. Business executives may purchase meals from a full service restaurant, while
clerical employees may bring their lunch with them, or purchase it from a nearby quick-
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service restaurant. An individual's economic situation greatly affects product choice
and the decision to purchase a particular product. Consumers cut back on restaurant
meals, entertainment, and vacations during recessions. They trade down in their choice
of restaurants and/or menu items and eat out less frequently. The converse is equally
true, as in the case of a robust economy. Lifestyle classifications vary significantly from
country to country. Lifestyle studies capture the profile of a person's entire pattern of
acting and interacting in the world. The SRI Values and Lifestyle (VALS) typology,
VALS 2 classifies people according to their consumption tendencies by how they spend
their time and money (Kotler et al., 1999). Used carefully, the lifestyle concept can help
the marketer understand changing consumer values and how they affect buying
behavior. Lastly, personality influences a person's buying behavior. Personality refers
to distinguishing psychological characteristics that disclose a person's relatively
individualized, consistent, and enduring responses to the environment (Kotler et al.,
1999). Whenever a choice among food service operations is made, consciously or
unconsciously, directly or indirectly, all extrinsic influences affect the decision making
process of a consumer (Reid, 1983).
Intrinsic influences on consumer behavior:
Psychological factors such as motivation, perception, learning, beliefs and attitudes are
intrinsic influences. Motivation, according to Spears (1995), is defined as what it is that
makes people do things. In other words, motivation is defined as all those inner strivings
described as wishes, desires, and drives. Motivation is concerned with why people
behave the way they do. It is designed to achieve specific goals and objectives.
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Motivation is the force or inner state of humans that arouses, channels, and sustains their
behavior. Motivation is concerned with the internal or external forces that influence the
individual's choice of action. The outcomes of motivation are dependent upon a variety of
internal or individual factors (physiological needs which refer to the need for food, drink,
sex, physical protection, safety, love and belongingness, self esteem, and self-actuation)
and external or environmental factors (Zaltman & Wallendorf, 1983). At any given time a
person has many needs. Most needs are not strong enough to motivate a person to act at
any given point of time. When a need is aroused to a sufficient level of intensity, it
becomes a motive (Kotler et al., 1999). Psychologists have developed theories of human
motivation, one of which is Maslow's theory of motivation. Abraham Maslow sought to
explain why people are driven by particular needs at particular times. Maslow's answer is
that human needs are arranged in a hierarchy, from the most pressing to the least pressing
(Kotler et al., 1999). Maslow identified five needs arranged in the following hierarchy:
physiological needs, safety needs, love needs, esteem needs and self-actualization needs
(Reid, 1983). A person tries to satisfy the most important need first. When that important
need is satisfied, it will stop being a motivator, and the person will try to satisfy the next
most important need. For example a starving man (need 1) will not take an interest in the
latest happenings in the art world (need 5), or in how he is seen by others (need 3 or 4), or
even whether he is breathing clean air (need 2). But as each need is satisfied in order of
importance, the next need will come into play.
Recent research indicates some of the reasons that motivate consumers to dine out
are: 1) social pleasure of 'togetherness', 2) eating pleasure, 3) lifestyle support or
convenience, and 4) higher household incomes. Other reasons consumers eat out are for
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Figure 2. Maslow's Hierarchy of Needs (Lewis et al., 1995, p. 201)
the atmosphere, relaxation, to celebrate a special occasion, for business entertaining, and
a higher disposable income. McClelland identified three social motives: achievement,
affiliation, and power (Reid, 1983). At a psychological level, people dine out to satisfy
their need for self-esteem, self-respect, self-confidence, and prestige. In this regard, their
selection of a restaurant depends on the way they are feeling about the money they have
to spend, the prices of a restaurant, its service, how the restaurant is perceived in terms of
its aesthetics, social status, and the kind of people that can be expected to be there
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(i.e. patrons, management, and employees) (Lundberg, 1994).
Perception is defined as a process through which individuals are exposed to
information, attend to the information, and comprehend the information (Mowen, 1995).
Perception is the term used to cover those processes, which give coherence, unity, and
meaning to a person's sensory input. It involves all those processes we use to select, sort,
organize and interpret sensory data to make a meaningful and coherent picture of "our
world" (Rice, 1993). Individual consumers perceive the world differently, and
perceptions are manifested as attitudes. For example, some consumers may perceive
Indian food as spicy and chili-hot, or pungent, resulting in pain when they consume it.
Their attitude may be 'pain is not pleasurable or entertaining,' while others may perceive
it to be a wonderful blend of spices, and enjoy the sensation caused by pungent chilis.'
Their perceptions may or may not be valid, but it is important to remember that
perceptions are the way an individual sees the world. In the mind of the consumer, the
perceptions and resulting attitudes are correct and valid, they are reality (Reid, 1983).
"People form different perceptions of the same stimulus because of three perceptual
processes: selective exposure, selective distortion, and selective retention" (Kotler et al.,
1999, p. 195). Consumers are subjected to a great number of stimuli each day. It is
impossible to pay attention to all these stimuli. Hence, a stimulus must standout from the
others to attract a consumers' attention. Even stimuli that are noticed are not always
perceived in the intended manner. Selective distortion refers to the tendency of people to
adapt information to personal meanings. Selective retention is the inclination of
consumers to retain information that supports their beliefs and attitudes.
Learning describes changes in a person's behavior arising from experience. When
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consumers experience a product, they learn about it. Food service businesses should help
patrons learn about the quality of their facilities, services and products. Based on their
experiences, and what they have learned, customers will either be satisfied or dissatisfied
with the food service establishment (Kotler et al., 1999).
Through learning, people acquire beliefs. A belief is a descriptive thought that a
person holds about something (Kotler et al., 1999). Beliefs may be based on real
knowledge, opinion, or faith. They may, or may not carry an emotional charge. Beliefs
reinforce product or brand images. People act on beliefs. Unfounded beliefs deter
purchases, and can severely affect food service businesses.
An attitude describes a person's relatively consistent evaluations, feelings, and
tendencies toward an object or an idea (Kotler et al., 1999, p. 197). Attitudes cause
people to either like or dislike things, and move toward or away from them. Attitudes are
very difficult to change. It is easier to create products that are compatible with existing
attitudes, than to change attitudes towards certain products. "There is a saying among
restaurateurs that a restaurant is only as good as the last meal served" (Kotler et al., 1999,
p. 197). Attitudes partially explain why this is true. Repeat customers who on one visit
receive a bad meal, may begin to believe that it is not possible to count on having a good
meal at that restaurant. Their attitudes may begin to change. Should they receive a bad
meal again, negative attitudes may be permanently fixed and prevent a future return.
Serving a poor meal to first-time customers can be disastrous. They immediately develop
a negative attitude, which prevents them from returning. Once negative attitudes have
been formed they are difficult to change. New restaurant owners often want quick cash
flow and start without excellent quality or tested systems in place. Disappointed
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customers do not return and furthermore, probably make negative comments about the
food service establishment to their friends.
Thus, it is apparent that consumer behavior is a complex interaction between
various factors. It is influenced by individual characteristics and forces. Marketing
principles can help to better understand customers' reactions and behavior.
The Buying Decision Process
It is important to understand the buying decision process, for only then can one
influence it. This process encompasses several stages as shown in the diagram. It usually
begins with needs, wants and problem recognition or identification, which may come as a
response to stimuli, for example a TV commercial, an ad, or a billboard (Lewis,
Chambers & Chacko, 1995). This stimulates the search process, to find a solution. A
consumer may simply search his memory, or ask others, look up a telephone directory, or
any number of things to obtain either new, or additional information. "The degree of
impact, as well as the intensity of the entire search process, is determined by the level of
involvement the consumer has with the purchase decision" (Lewis et al., 1995, p. 203).
When the decision has a high level of relevance to the consumer, such as high
cost, high risk, or high effect on self-image, it has a high impact and intensity and the
level of involvement is high. However, when low involvement exists, such as selecting a
fast-food restaurant, the process although similar, proceeds more quickly and some stages
may be skipped.
For the consumer, perception is reality. If a customer doesn't perceive something,
it doesn't exist, and vice-versa. Restaurateurs must deal very cautiously with perceptions.
They must strive to create images with the stimuli pertinent to the specific target market
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Figure 3. The Consumer Buying Decision Process (Lewis et al., 1995, p. 202)
they are trying to attract. They must use stimuli that are relevant to that market and must
be certain that reality equals, or almost equals expectation, so that reality does not
negatively influence perception (Lewis et al., 1995). Beliefs, as discussed earlier are
something that we think of as fact. Beliefs are cognitive; they exist in the mind regardless
of where or whom they come from. If beliefs are accurate, and we want customers to
have that belief, then we can be satisfied with the status quo in that respect (Lewis et al.,
1995). It is easier to create beliefs, than to change existing beliefs. When we want to
change a belief, we have to first get rid of the old one, and only then, can it be replaced
with a new one. This is why it is important to do things right the first time. This is
especially true in the hospitality industry.
50
Next, the consumer evaluates all possible alternatives. Reference groups and other
criteria have a strong influence at this stage. Levels of involvement differ with the
individual. As the price gets higher and the service element more important, the level of
involvement increases. The marketing efforts of a restaurant affect its selection at this
point. "Attitudes are the affective component of the belief-attitude-intention triad that
consumers often follow" (Lewis et al., 1995, p. 208). They are tendencies to respond
toward beliefs. E.g. If you believe that a restaurant is expensive, how do you actually feel
about going there? If people are not coming to a restaurant because they believe that it is
expensive, a restaurateur may try to persuade people that it may be expensive but it is
worth the price, or he may have no viable course of action other than to lower prices.
Hospitality purchases often include many elements such as price, location, reputation,
accessibility and quality. There are also less obvious or anticipated elements such as
service, ambience, attitude, newness, and other clientele. Consumers compare alternatives
differently, making trade-offs of one attribute for another.
All these stages lead to expectations. When there is a difference between what
was expected and what is perception/reality, there is a gap. There are several potential
gaps in hospitality service, which will be briefly discussed after this explanation of
Figure 3. Choice intentions constitute the final stage of the belief-attitude-intention triad,
called the conative stage and it essentially is what people intend to do; however, they may
not actually do it (Lewis et al., 1995). Therefore it is very misleading to make
assumptions based on a person's intentions, without also measuring belief, time, attitude,
and context. Intention is followed by actual behavior. If a consumer makes a choice and
acts upon it, we have a new stage of perception - the one that comes after the fact - face-
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to-face with reality. Once the choice is made, a consumer can either be satisfied or
dissatisfied. There are several questions that can be asked at this stage: What was the
outcome? Does performance match expectation? Has perception changed? Have we
managed to create or keep a customer? Will he or she tell others? Is he or she satisfied or
not? (Lewis et al., 1995) All these questions bring the consumer back to the starting point
of the needs, wants or problems, and the search process caused by stimuli.
Potential Gaps in Hospitality Service
As noted earlier, gaps arise because of differences between expectations and
perceptions, but they occur for different reasons. Some of the potential gaps in hospitality
service are as follows:
Gap 1: between services expected by the consumer and management perceptions
of consumers' expectations.
Gap 2: between management perceptions of consumer expectations and service
quality specifications.
Gap 3: between service quality specifications and service delivery.
Gap 4: between service expected by the consumer and perceived service.
Gap 5: between service expected by the customer and the service delivered by the
company when the service expected may be the same as the perceived, but the
customer really wanted something different.
Gap 6: between service as perceived by the consumer and the service delivered by
the company.
Gap 7: between management perceptions of consumer expectations and service
delivery.
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Gap 8: between perceived service and external communication. Advertisements
and other forms of external communication by a firm create perceptions regarding
the services offered. However, gaps occur when people read different meanings
into what the ad is saying and what the consumer perceives it to offer.
Gap 9: between service delivery and external communication. This gap occurs
when firm's advertise and or make promises that are difficult to live up to.
Gap 10: in which advertising intentionally builds expectations that are knowingly
not representative (Lewis et al., 1995, p. 211).
Preferences
The NRA Consumer Attitude Surveys (Reid, 1983) indicate that the top three
reasons why people dine out are: 1) no one has to cook or clean up, 2) for a change of
pace, and 3) it is considered a treat. The factors that generated the most complaints when
dining out were: 1) poor quality of food, 2) poor service, and 3) excessive cost.
When selecting a new restaurant, a person depends a great deal upon
recommendations from friends. This is nearly equal in importance to the type of food the
restaurant serves. Appearance and location rank third and fourth in consideration.
Quality of food is the most important factor in people's evaluation of any type of
restaurant. The second most important factor varies by restaurant type. In fast food,
coffee shops, and take-out restaurants, it is speed of service; in family type restaurants,
cleanliness; in cafeterias, it is the selection of food; and in atmosphere/specialty
restaurants, it is the atmosphere or decor.
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The latest trends on the outlook for full service restaurants from the NRA (2000)
restaurant industry forecast indicate that due to the rising incomes and growing financial
prosperity of the late 1990s, moderately priced restaurants, especially casual-dining
places, have proliferated as diners' appetites for more sophisticated tastes and flavors
have grown. Taking these rising demands into account, operators are paying more
attention to the overall dining experience. More operators are setting colorful and well-
designed tables in an effort to improve visual appeal. Some operators use architectural
elements to enhance the dining atmosphere (NRA, 2000). Cheryl Ursin echoes these
sentiments in her article, "Artistic license: Creating picture-perfect restaurants," in
Restaurants USA (Ursin, 1996). She writes that American consumers are increasingly
seeking restaurant experiences that look as good as they taste, and that the more
consumers eat out, the more sophisticated and demanding they become.
Today the overwhelming preference of customers is customization, whether they
are in fine-dining, casual-dining, or family restaurants. The NRA's 1999 tableservice
restaurant operators survey reported that 80 percent of their customers were more
interested in customized menu items. Seven out of 10 restaurateurs, with average dinner
checks of less than $25 per person, reported a growing hunger among diners for
personalized options (NRA, 2000). Continuing in this customization trend, some popular
flavor sensations transcended restaurant type. The NRA reports that a preference for
spiciness varies by generation (NRA, 2000). According to consumers themselves,
Generation X and Y show a greater inclination to order more spicy dishes than baby-
boomers.
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Besides customization and more sophisticated tastes, consumers are looking for
higher quality take-out and will likely continue to do so through 2010, according to the
NRA's report Restaurant Industry 2010: The Road Ahead. The 1999 Tableservice
Operator Survey states that 56 percent of tableservice-restaurant operators with per-
person checks of $8 to $24.99 reported that consumers are ordering more takeout from
their establishments. This trend shows no sign of slowing because it is being driven by
Generations X and Y, as well as younger baby-boomers. In response to this growing
demand, full service restaurants are placing more emphasis on takeout. For example,
more operators are making sure that the takeout experience is as convenient as possible
for customers by providing a separate entrance and/or special parking for takeout
customers (NRA, 2000).
Customer's expectations regarding value for price paid have also increased in the
past two years, according to the 1999 Tableservice Operator Survey. More than eight out
of 10 operators reported that consumers have higher expectations for both quality and
consistency of food and service. Fine-dining hallmarks such as freshness of ingredients,
pace of service, and plate presentation now warrant mention by more than half of family-
restaurant operators as areas where they have noticed an increase in customer
expectations (NRA, 2000).
Restaurants and Quality Service
The restaurant industry has more experience with service strategies. Service is
the industry's strength, and along with food and atmosphere, it is what guests are
purchasing. Guests cannot touch the quality service experience, but they feel it, and
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notice its absence. Thus, restaurant service can be defined as an intangible product of
useful labor (Smith, 1988). A guest experience is the total of everything that
management plans to make happen to a guest, from arrival to departure. When service is
managed properly, the guest leaves with a feeling of added satisfaction. This feeling
generates a range of guest benefits, including trust and security, social gratification, ego
enhancement, and possibly, new knowledge. In return, the guest bestows upon the
organization the benefits of increased frequency of visits and word-of-mouth
advertising. The result of the relationship is to maximize the loyalty, trust and respect of
the guest for the restaurant. Hospitality, or caring service, creates a pleasant and friendly
bond between guest and service provider. When all the components to provide quality
service are effectively managed, they enable an organization to use service as a
differentiation strategy, enabling it to stand out from all others. Any service business
should integrate the following components into its service strategy: 1) the needs of its
customers, 2) the competency of the business to meet those needs, and 3) the long-term
profitability of the business (West, cited in Brymer, 1991).
Summary
The review of literature has shown that today more and more Americans are
eating food prepared outside the home, whether it is at restaurants, takeout, home
replacement meals, or cafeterias. This phenomenon has resulted in the rapid growth of
the food service business, which is the largest segment of the hospitality industry, from
$42.8 billion in 1970, to a projected value of $376.2 billion in the year 2000. There are
several types of restaurants, such as continental, or gourmet; specialty; coffee shops,
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cafeterias, and fast food. Ethnic restaurants are classified as specialty restaurants.
Through the years, the numerous immigrant groups such as the Germans,
Scandinavians, Italians, Greeks, Polish, Chinese etc. have influenced the American diet,
as have the various changes in society and the economy. The growing cultural diversity
of the United States is influencing Americans' taste for ethnic foods. Several articles in
the popular press reflect this trend, as do consumer reports and surveys. Vegetarian food
is also gaining in popularity.
Indian cuisine is one of the less well-known ethnic cuisines in the Twin Cities.
However, vegetarian dishes constitute a large part of the repertoire of dishes in Indian
kitchens. Indian cuisine is very diverse, and is based on the appropriate use of aromatic
spices in varying proportions to produce different flavors and dishes. Indian cuisine too,
has been subjected to the influences of the Moguls, the Parsees, British, and the
Portuguese, among others.
Marketing and advertising are very important today, especially when consumers
are constantly bombarded with umpteen promotional gimmicks. Consumers have their
needs, which must be satisfied. Besides numerous external characteristics such as
location; population demographics; neighborhood appearance and descriptors; major
traffic arteries; and various types of environments (technological, political, economic
and socio-cultural), there are many service related factors which restaurateurs must be
aware of, if they are to be successful. The successful restaurant operator must
understand the consumer buying decision process, so that he can meet the needs of his
patrons. Operators must also be alert to potential gaps in the service they provide, and
must rectify them without delay.
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CHAPTER 3
METHODOLOGY
The researcher investigated the factors that influence the decision of patrons to dine at
selected Indian restaurants in the Twin Cities. This chapter includes sections on the method and
procedures used in this study, as follows (1) statement of purpose, (2) respondents, (3) research
instrument and the pilot test, and (4) data collection.
Statement of Purpose
The purpose of this study was to identify the factors that influence the decision of
patrons to dine at selected Indian restaurants in the Twin Cities. This research had the
following objectives:
1. To determine the demographic profile of patrons who dine at selected Indian
restaurants in the Twin Cities, in this sample.
2. To identify the factors that influence the decision of patrons to dine at selected
Indian restaurants in the Twin Cities, in this sample.
3. To determine differences in decision-making factors, within this sample, between
patrons of South Asian origin, and those of other ethnic origin, when deciding to dine at
selected Indian restaurants in the Twin Cities.
4. To identify the most important factors that patrons in the Twin Cities consider when
making their decision to dine at selected Indian restaurants, in this sample.
5. To determine differences, within this sample, between patrons of South Asian origin,
and those of other ethnic origin, regarding factors they consider most important when making a
decision to dine at selected Indian restaurants.
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Respondents
The population for this study was patrons of Indian restaurants in the Twin Cities. The
sample was selected by cluster sampling being determined by a convenient sample of patrons of
five Indian restaurants in the cities of Minneapolis and St. Paul. The thesis committee and the
researcher decided on a sample size of 500 surveys.
At the beginning of this study the most comprehensive listing of all the Indian restaurants
in the Twin Cities was found via the internet at http://sidewalk.citvsearch.com , with seven
feasible locations. During the week from Saturday March 11, 2000 to Saturday March 18, 2000,
the researcher visited all but one location and spoke to the owners, to present a proposal and
obtain consent to carry out the surveys at the end of May 2000 through the end of June 2000. Of
the seven restaurants, two of the restaurant owners did not want to participate in the study.
Hence, the researcher conducted surveys at five locations.
Research Instrument and Pilot Test
Research Instrument
A questionnaire of descriptive design was used for this study, to describe the factors that
influence the selection of Indian restaurants in the Twin Cities. The survey was the result of
research using the National Restaurant Association 'Customer Attitude Questionnaire' (Reid,
1983, p.93); a plan A thesis in the department of Hospitality and Tourism, University of
Wisconsin-Stout, conducted in 1999, "The Perceptions, Motivations, and Preferences of
Traditional College Students toward Chinese and American restaurants" by Duangkamol
Govivatana; and an article "Determinant Factors and Choice Intention for Chinese Restaurant
59
Dining: A Multivariate Approach" by Hailin Qu (1997), in tandem with the objectives of this
study.
The questionnaire was developed for the purpose of collecting data on the factors that
influence the decision of patrons to dine at selected Indian restaurants in the Twin Cities. The
survey comprised five parts: (1) demographic data, (2) comparison of frequency of dining at
other similar ethnic restaurants using a likert scale, (3) the importance of various factors when
making a decision to dine out, using a likert scale, (4) the factors that influence the decision to
dine at an Indian restaurant, using a likert scale, and (5) open-ended questions.
(1) Demographic data
Demographic data are used to describe a population in terms of its size, structure, and
distribution (Hawkins, Best, & Coney, 1983). Its size is explained by the number of individuals
in a population while its structure describes the population in terms of age, income, education,
and occupation. The demographic data on the survey identifies the structure of the sample in
terms of ethnic origin, gender, age, education, occupation, and total annual household income.
(2) Comparison of frequency of dining at other similar ethnic restaurants
The survey asked the respondents to indicate "How often do you dine at the following
types of sit-down restaurants in the price range of approximately $12-$18 per person for the
meal?" by using a 6-point scale:
1 2 3 4 5 6
Never Once in a few Once a month Once in 2-3 weeks Once a week 2-4 times per
months week
The selection of restaurants offered was: Chinese, Indian, Japanese, Korean, Mexican,
Thai, Vietnamese, and Other.
(3) The importance of various restaurant characteristics when making a decision
to dine out
This section of the survey asked respondents to rate "How important are each of the
following characteristics to you when you decide to dine at an Indian restaurant (in general)?"
A 5-point likert scale was used, as show below.
2 3 4 5
Unimportant Somewhat Important More/very Extremely
important important important
15 restaurant characteristics were listed against which respondents were required to circle
the appropriate level of importance. The 15 characteristics were as follows: Efficient service,
employee friendliness, hygiene and cleanliness, cleanliness of restrooms, quality of food,
authentic cuisine, menu variety offered, availability of new items, vegetarian choices, portion
size, value for money, atmosphere, cannot prepare at home, convenience of location, and
reputation/word-of-mouth. A further dimension of this part of the survey requested respondents
to list their three most important characteristics when they decided to dine at an Indian restaurant
from the 15 listed above.
(4) The food attributes that influence the decision to dine at an Indian restaurant
Respondents were asked to indicate the level of influence of ten factors, when they
decided to dine at an Indian restaurant (in general). This part of the survey employed a 5-point
likert scale as well for factors 4 to 10, as shown below.
1 2 3 4 5
Unimportant Somewhat Important More/very Extremely
important important important
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The first three factors were of the Yes/No type. The factors are as follows: South Asian
friends/co-workers, visited India/South Asia/Asia, lived in India/South Asia/Asia, taste of the
food, spicy food, appearance of the food, aroma/smell, cultural familiarity, personal preference,
and price. Here too, respondents were asked to list the three most important influences, or food
attributes, when they decided to dine at an Indian restaurant, from the 10 listed above.
(5) Open-ended questions
Six open-ended questions were included with the instruction 'If you would like, please
comment on the following questions.' They are:
* What I really like about Indian restaurants:
* What I dislike about Indian restaurants:
* I would eat more often at Indian restaurants if:
· Other comments about your experiences in Indian restaurants:
* What you think Indian restaurants should know/be aware of?
· What questions have been omitted but are important?
The thesis committee approved the survey before pilot testing. The protection of human
subjects form was submitted to the Graduate College, and approval obtained. A pilot test was
conducted to test for reliability and consumer acceptance at one Indian restaurant (Restaurant A)
in the Twin Cities. Upon completion of the pilot study, the survey was updated and improved
prior to the printing of the 500 copies needed for the study.
The survey can be found in Appendix A.
Pilot Test
The researcher conducted a pilot test at Restaurant A, on Friday, May 12, 2000. Fifty
surveys were collected from patrons at that restaurant during the dinner service. The test was a
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sample analysis prior to actual data collection, the intention being to assess the clarity and
understanding on the part of respondents to the survey and its design. Respondents were
encouraged to offer their comments and suggestions with the objective of improving the survey.
A few modifications were made to the overall layout: the sequence of some of the questions
changed, three additional open-ended questions were included, and the construction of two
questions was modified to improve their clarity. The result was an overall refinement to the
structure in the interests of increasing the number of accurate responses.
Data Collection
As stated earlier under the heading 'Respondents,' during the week from Saturday March
1, 2000 to Saturday March 18, 2000, the researcher visited seven Indian restaurants in the Twin
cities, and spoke to the owners, to present a proposal and obtain consent to carry out the surveys
at the end of May 2000 through the end of June 2000. Of the seven restaurants, two of the
restaurant owners did not want to participate in the study. Hence, the researcher conducted
surveys at five locations, which will be referred to as Restaurant A, Restaurant B, Restaurant C,
Restaurant D, and Restaurant E. These restaurants were finally selected because of their urban
and suburban locations, similar type of food served, and similar price range of $12 to $18 per
person per person per meal. For example, a South Indian vegetarian restaurant was not used as a
location at which to survey customers, since it exclusively serves vegetarian food. Similarly,
another restaurant was not used because it is in a slightly lower price range and despite its name,
serves a more Bangladeshi style cuisine, than Indian cuisine, which would set it apart from the
other restaurants.
Restaurant A is located in the Uptown area of Minneapolis, on Lake Street, at a busy
intersection. It can seat approximately 50 people at a time. The average check is $15 per person
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without beverages. It also has its own parking spaces for customers. Restaurant B is located
close to the office area of Minneapolis and the University of Minnesota, just off 1-35W, and
close to the 1-94. Its maximum capacity is 75 persons at one sitting, and an average check of $15
per person. This establishment has ample parking space for customers. Both restaurants A and B
appear to be well positioned to take advantage of passing traffic. However, both restaurants need
to have more prominent signs to get the attention of potential customers. It was difficult for the
researcher to locate Restaurant A on the first, second, and third visits. Restaurant C is positioned
to the north of the Twin Cities in New Brighton, near the intersection of 1-694 and 1-35W north,
in a strip mall. Its seating capacity is 110 persons per sitting, and the average check is $15 per
person. There is ample customer parking space available. Restaurant D is situated in Roseville,
one of the suburbs northeast of the Twin Cities, with a seating capacity of 100 to 110 persons.
The average check here is $12 to $15 per person without beverages. This restaurant has the
advantage of being located close to the Rosedale Shopping Mall, which is a large and very
popular shopping mall. However, this restaurant as well could do with better signage. Restaurant
E is in Bloomington, a suburb south of the Twin cities, just off the 1-494 and the 1-35W south. It
is located in a strip mall, off the main thoroughfare, which is both an advantage and a
disadvantage. If customers know where it is located, they can find it easily, but for first time
customers often have difficulty finding it, as it is easily missed. The average check here is $15
per person.
Since most of the owners indicated that they had about the same customer turnover, and
these figures were not verifiable, it was decided that 100 surveys would be completed at each
restaurant. The surveys were conducted beginning Thursday, June 1, 2000 and ending Saturday,
June 17, 2000, during the lunch and dinner services, at the five restaurants. The researcher
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surveyed patrons at each restaurant, until the required number of surveys for that restaurant
had been obtained. Thus, at the end of the period during which the surveys were conducted, the
researcher had obtained 500 completed surveys. Respondents were informed of the purpose of
the study, and thereafter independently completed the survey.
As a note to other researchers doing similar studies, it is the opinion of this researcher
that dressing professionally in black trousers, with a long-sleeved white shirt, and a black
sleeveless waistcoat, with closed black dress shoes contributed to the high response rate for both
the pilot study, as well as the actual survey. This researcher also wore a nametag prominently
clipped to the front of her waistcoat, with her name and the name of her university in large type.
This indicated to customers that the researcher was there for the purpose of data collection, even
though, especially during busy times, she was assisting restaurant staff. The researcher also
found that flexibility was essential, there was no one set formula that worked in every restaurant.
For example, in some restaurants it was preferable to give out the survey once the meal was
completed, at others, it was better to give it to customers soon after their orders were taken, for
them to complete at their leisure, at a time they felt comfortable doing so.
It was stated on the surveys that all the responses provided by the participants would be
anonymous and confidential. The following chapter provides the results of the study regarding
the factors that influence the selection of Indian restaurants in the Twin Cities.
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CHAPTER 4
DATA ANALYSIS
Introduction
Chapter Four discusses the analysis of the data collected by the method
described in Chapter Three. The purpose of this study is to determine the factors that
influence the decision of patrons to dine at selected Indian restaurants in the Twin Cities.
A questionnaire was used to collect the data. The questionnaires primarily consisted of
various possible factors that contribute to the decision to dine at an Indian restaurant, six
open-ended questions, and demographic data.
The SPSS (Statistical Product and Service Solutions) software package analyzed
and computed these data, with the exception of the open-ended questions. With the SPSS
program, the frequencies of responses to numerous questionnaire items were tabulated for
a large number of respondents. Basic descriptive statistics (Mean, and Standard
Deviations) and frequency distributions were computed for each variable. In this
research, Crosstabs, chi-square, and the GLM (General Linear Model) Multivariate
analysis were employed.
The Crosstabs procedure forms two-way and multi-way tables and provides 22
tests and measures of association for two-way tables. The structure of the table and
whether categories are ordered determine what test or measure to use. Crosstabs'
statistics and measures of association are computed for two-way tables only. For
example, if GENDER is a layer factor for a table of MARRIED (yes, no) against LIFE (is
life exciting, routine, or dull), the results for a two-way table for the females are
computed separately from those for the males and printed as panels following one
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another. The Chi-Square Test procedure tabulates a variable into categories and computes
a chi-square statistic. This goodness-of-fit test compares the observed and expected
frequencies in each category to test either that all categories contain the same proportion
of values, or that each category contains a user-specified proportion of values. The chi-
square statistic is used to determine if the relationship between two or more nominal
variables, or frequency distributions, is statistically significant.
The GLM Multivariate procedure provides analysis of variance for multiple
dependent variables by one or more factor variables. The factor variables divide the
population into groups. Using this general linear model procedure, null hypotheses can be
tested about the effects of factor variables on the means of various groupings of a joint
distribution of dependent variables. Interactions between factors as well as the effects of
individual factors can also be investigated. Multivariate analysis of variance is used to
determine whether two or more groups differ with respect to the combination of several
different dependent variables.
The results of the data analysis are discussed in the following order:
1. Demographic profile of the respondents
2. The factors that influence the decision of patrons to dine at selected Indian
restaurants in the Twin Cities, in this sample.
3. Differences in decision-making factors, within this sample, between patrons of
South Asian origin, and those of other ethnic origins, when deciding to dine at
selected Indian restaurants in the Twin Cities.
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4. The most important factors that patrons in the Twin Cities consider when making
their decision to dine at selected Indian restaurants, in this sample.
5. Differences within this sample, between patrons of South Asian origin, and those of
other ethnic origins, regarding factors they consider most important when making a
decision to dine at selected Indian restaurants.
6. Analysis of open-ended questions.
1. Demographic Profile of Respondents
Respondents were asked about their demographic data in questions 1, 2, 3, 4,12,
13, 14, 15, and 16. The data of each item was computed, tabulated, and presented as
follows:
Ethnic Origin
From a total of 481 respondents, 361 were White American (75%), 57 were of
South Asian origin (12%), and 63 were classified as Other (13 %). The tabulation of
ethnic origin is presented in Table 1.
Table I
Demographic Profile of Respondents by Ethnic Origin
Ethnic Categories N %
White American 361 75
South Asian 57 12
Other 63 13
Total 481 100
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Gender
From a total of 490 respondents, 250 were female (5 1%), and 240 were male
(49%), as illustrated in Table 2.
Table 2
Demographic Profile of Respondents by Gender
Gender N %
Female 250 51
Male 240 49
Total 490 100
Table 3
Demographic Profile of Respondents by Age Groups
Age Categories N %
18-24 68 13.9
25-34 154 31.4
35-44 125 25.5
45-54 101 20.6
55-64 32 6.5
65-74 8 1.6
75+ 1 0.2
Total 489 100.0
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Age
From a total of 489 respondents, the age of respondents as per the seven age
groups is presented in Table 3.
Level of Education
From a total of 488 respondents, 44 percent (212 respondents) were Bachelor's
degree holders, with 33 percent, or 162 respondents having postgraduate degrees, as
illustrated in Table 4.
Table 4
Demographic Profile of Respondents by Level of Education
Level of Education N %
Up to High School 49 10
Associate degee/vocational technical training 65 13
Bachelor's degree 212 44
Postgraduate degree or higher 162 33
Total 488 100
Occupation
From a total of 488 respondents, the highest number were professionals (247
respondents) at 50.6 percent. See Table 5.
Total Annual Household Income
Thirty-nine respondents did not volunteer information regarding their income
level. Therefore, it is important to note that the total of 451 respondents, was fairly evenly
spread across seven income groups, ranging from 10 to 13 percent of the respondents in
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each group as shown in Table 6. 13 percent, or 59 respondents earned up to $24,999 per
year, with the average total household income being $57,000 per year.
Table 5
Demographic Profile of Respondents by Occupation
Occupation N %
Own business 53 10.9
Professional 247 50.6
Managerial 39 8.0
Service/ Clerical 28 5.7
Homemaker 16 3.3
Student 48 9.8
Other 57 11.7
Total 488 100.0
Summary
There were an almost equal number of females (51 percent) and males
(49 percent). The average respondent was 32 years old and white American (75 percent).
Many respondents had bachelor's degrees (44 percent), and approximately one third of
all respondents (33 percent) even had postgraduate degrees. The occupation most
frequently selected by respondents was Professional (50.6 percent). Total household
income was well distributed across the given choices, ranging from 'Up to $24,999' to
'$120,000' or more, with the exception of the $65,000 to $99,999 range.
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Table 6
Demographic Profile of Respondents by Total Annual Household Income
Total Annual Household Income N %
Upto $24,999 59 13
$25,000-34,999 47 10
$35,000-44,999 48 11
$45,000-54,999 51 11
$55,000-64,999 43 10
$65,000-74,999 37 8
$75,000-84,999 29 6
$85,000-99,999 35 8
$100,000-119,999 49 11
$120,000 or more 53 12
Total 451 100
2. The factors that influence the decision of patrons to dine at
Indian restaurants in the Twin Cities
There were principally two questions on the survey that support the factors that
influence the decision of patrons to dine at Indian restaurants in the Twin Cities. One,
addressed 15 characteristics of the dining experience at a restaurant, with specific
reference to dining at an Indian restaurant. Respondents were required to circle the
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appropriate level of importance. The 15 characteristics were as follows: Efficient service
employee friendliness, hygiene and cleanliness, cleanliness of restrooms, quality of food,
authentic cuisine, menu variety offered, availability of new items, vegetarian choices,
Table 7
Mean Scores of Importance of Restaurant Characteristics to Respondents
Restaurant Characteristic Mean for Total Sample
Quality of food 4.69
Hygiene & cleanliness 4.25
Authentic cuisine 4.08
Cleanliness of restrooms 3.83
Employee friendliness 3.74
Menu variety offered 3.65
Value for money 3.64
Atmosphere 3.54
Efficient service 3.52
Reputation/ word of mouth 3.29
Cannot prepare at home 3.11
Convenience of location 3.06
Portion size 3.03
Vegetarian choices 3.00
Availability of new items 2.66
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Table 8
Mean Scores of Importance of Various Influences on Respondents
Food Attribute Mean of Total Sample
Taste of the food 4.61
Aroma/smell 3.80
Personal preference 3.66
Appearance of the food 3.56
Spicy food 3.44
Price 3.25
Cultural familiarity 2.56
portion size, value for money, atmosphere, cannot prepare at home, convenience of
location, and reputation/word-of-mouth. Respondents were asked to rate the level of
importance, of each of the characteristics, when they decided to dine at an Indian
restaurant, in general against the following scale:
1 = Unimportant; 2 = Somewhat important; 3 = Important;
4 = More/very important; and 5 = Extremely important.
The various characteristics are listed in Table 7 in the order of most important to least
important.
Quality of food is the most important factor in general, with a mean of 4.69 which
indicates that respondents tended to feel that it was Extremely Important. Hygiene and
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cleanliness was the second most important factor in a rating of all 15 characteristics with
a mean of 4.25, which translates to a level marginally higher than Very Important.
Authentic cuisine showed a mean of 4.08, signifying that respondents considered it Very
Important.
Availability of new items was ranked the least important with a mean of 2.66,
which is closer to Important on the given likert scale, than Somewhat Important.
Availability of Vegetarian choices had a mean of 3.00 which demonstrated that it was
Important to respondents. Portion size was marginally more important to respondents
than vegetarian choices, with a mean of 3.03. Understood in the context of the designated
likert scale, this suggests that it is important to respondents.
The second question asked respondents to indicate the level of influence of
various factors, which mainly described the attributes of Indian food, when they decided
to dine at an Indian restaurant. See Table 8. Respondents were asked to indicate the level
of influence of the following seven factors - taste of the food, spicy food, appearance of
the food, aroma/smell, cultural familiarity, personal preference, and price, against a
5-point likert scale as follows:
1 = Unimportant; 2 = Somewhat important; 3 = Important;
4 = More/very important; and 5 = Extremely important.
These influences have been listed in rank order from most influential to least
influential. Taste of the food has a mean value of 4.61 suggesting that it was Extremely
Important to most respondents. Aroma was second most important with a mean value of
3.8, indicating that it is Very Important to the majority of the respondents. The least
important was Cultural familiarity, with a mean score of 2.56. This demonstrates that
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most of the respondents felt that cultural familiarity did not have much of an influence in
their decision to dine at an Indian restaurant. Price was the second least important
influence when deciding to dine at an Indian restaurant, as indicated by the mean value of
3.25. However, even though it is the second least important influence, it is not
Unimportant, or else it would have received a rating of between 1 and 2, on the
designated likert scale.
The three factors shown in Table 9 were of the Yes/No type, where Yes = I, and
No = 2. The factors are as follows: South Asian friends/co-workers, visited India/South
Asia/Asia, lived in India/South Asia/Asia. Hence, the mean values indicate that none of
the three factors had much of an influence on the majority of respondents when they
decide to dine at an Indian restaurant.
Table 9
Summary of South Asian/Asian Influence
Influence Mean of Total Sample
Lived in India/ South Asia/ Asia 1.85
Visit to India/ South Asia/ Asia 1.81
South Asian friends/ co-workers 1.68
Summary
By combining the results of Tables 7 & 8, the factors that are generally most
important to respondents are: (1) Quality of food, (2) Taste of the food, and (3) Hygiene
and cleanliness. And the factors that are the least important are: (1) Availability of
vegetarian choices, (2) Availability of new items, and (3) Cultural familiarity.
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Table 10
Multivariate Analysis of Variance of Restaurant Characteristics by Ethnic Origin
Characteristics South Asian Other Ethnic Origin F Sig.
M SD M SD
Employee friendliness 3.95 (.86) 3.70 (.91) 4.043 .045*
Hygiene & cleanliness 4.49 (.78) 4.21 (.87) 6.343 .012*
Cleanliness of restrooms 4.18 (.92) 3.78 (1.06) 5.538 .019*
Quality of food 4.51 (.71) 4.72 (.53) 7.708 .006*
Availability of new items 3.19 (1.07) 2.58 (1.04) 16.640 .000*
Value for money 3.91 (.95) 3.60 (.96) 7.490 .006*
Atmosphere 3.80 (.99) 3.49 (.93) 6.809 .009*
Efficient service 3.91 (.91) 3.47 (.87) 13.800 .000*
Authentic cuisine 4.11 (.88) 4.08 (.92) 0.000 0.991
Menu variety offered 3.75 (.76) 3.64 (.97) 1.011 0.315
Vegetarian choices 3.33 (1.48) 2.94 (1.44) 3.967 0.047
Portion size 3.25 (.96) 3.00 (.96) 3.077 0.080
Cannot prepare at home 2.82 (1.25) 3.15 (1.31) 1.843 0.175
Convenience of location 3.09 (1.10) 3.06 (1.06) 0.043 0.835
Reputation/ word of mouth 3.21 (1.12) 3.30 (1.14) 0.094 0.759
Note. * = Significance p < .05 level
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Nevertheless, all these factors must be viewed in the context of the designated likert
scale, especially the factors being listed as least important. This is because, these factors
have been rated as Important, or Somewhat Important.
3. Differences in decision-making factors, by ethnic origin,
when deciding to dine at Indian restaurants
Table 10 shows a multivariate analysis of variance across ethnic origin as the
independent variables on the dependent variables restaurant characteristics, where df= 1.
A significant relationship at the .05 level was found for the following variables: (1)
employee friendliness, (2) hygiene and cleanliness, (3) cleanliness ofrestrooms, (4)
quality of food, (5) availability of new items, (6) value for money, (7) atmosphere, (8)
efficient service, and (9) vegetarian choices. A comparison of the mean scores of patrons
of South Asian origin and patrons of all other ethnic origins, on these variables identifies
the exact manner in which the two groups differ. These results will be presented in
Chapter Five.
Table 11 shows a multivariate analysis of variance across ethnic origin as the
independent variables on the dependent variables food attributes, where df= 1. A
significant relationship at the .05 level was found for the following variables: (1) taste of
the food, (2) spicy food, (3) cultural familiarity, and (4) price. A comparison of the mean
scores of patrons of South Asian origin and patrons of all other ethnic origins, on these
variables (see Table 8) will identify the exact manner in which the two groups differ.
These results will be presented in Chapter Five.
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Table 11
Multivariate Analysis of Variance of Food Attributes by Ethnic Origin
Food Attributes South Asian Other Ethnic Origin F Sig.
M SD M SD
Taste of the food 4.46 (.76) 4.63 (.62) 4.077 .044*
Spicy food 3.82 (.98) 3.38 (1.17) 7.804 .005*
Cultural familiarity 3.19 (1.38) 2.46 (1.14) 19.367 .000*
Price 3.58 (1.08) 3.21 (.99) 6.797 .009*
Appearance 3.63 (1.10) 3.54 (1.26) 0.243 0.622
Aroma/smell 3.93 (.90) 3.77 (.88) 1.523 0.218
Personal preference 3.68 (.89) 3.65 (.99) 0.075 0.785
Note. * = Significance p < .05 level
Summary
There were several factors, which showed a significant difference between
respondents of South Asian origin, and those of other ethnic origin. Quality of food, and
taste of the food were the only two significant factors on which respondents of other
ethnic origin had higher expectations than those of South Asian origin. The following in
order of importance, are the factors on which participants of South Asian origin had
higher expectations than those of other ethnic origin: hygiene and cleanliness; cleanliness
ofrestrooms; employee friendliness; value for money; efficient service; spicy food;
atmosphere; price; vegetarian choices; availability of new items; and, cultural familiarity.
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4. The three most important factors when deciding to dine at an Indian restaurant
From a list of 15 factors that are characteristic of the dining experience at a
restaurant, respondents were asked to list the three most important characteristics when
they decided to dine at an Indian restaurant. The question, 'How important are each of the
following characteristics to you when you decide to dine at an Indian restaurant
(in general)?'initially required the respondents to rate the level of importance, of each of
the characteristics, when they decided to dine at an Indian restaurant, on a scale of:
1 = Unimportant; 2 = Somewhat important; 3 = Important;
4 = More/very important; and 5 = Extremely important.
The 15 characteristics were as follows: Efficient service, employee friendliness, hygiene
and cleanliness, cleanliness of restrooms, quality of food, authentic cuisine, menu variety
offered, availability of new items, vegetarian choices, portion size, value for money,
atmosphere, cannot prepare at home, convenience of location, and reputation/word-of-
mouth. They are presented in Table 12 and are also summarized as shown below:
Restaurant Characteristics:
Choice 1: Quality of food (245 respondents; 50.9%)
Choice 2: Quality of food (109 respondents; 22.7%)
Choice 3: Value for money (64 respondents; 13.4%)
Quality of food was ranked as most important, with 245 respondents (50.9%) listing it as
the most important factor in the dining out experience. Quality of food was also ranked as
the most important characteristic in the Choice 2 position by 109 respondents (22.7%). In
the third position, value for money had the highest score with 64 respondents (13.4%)
selecting it as important.
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Table 12
Top Three Characteristics when Dining at an Indian Restaurant
Characteristic Choice 1 Choice 2 Choice 3
N % N % N %
Quality of food 245 50.9 109 22.7 58 12.1
Value for money 9 1.9 37 7.7 64 13.4
Efficient service 23 4.8 13 2.7 36 7.5
Employee friendliness 16 3.3 28 5.8 46 9.6
Hygiene & cleanliness 60 12.5 60 12.5 51 10.6
Cleanliness of restrooms 9 1.9 17 3.5 18 3.8
Authentic cuisine 51 10.6 89 18.5 28 5.8
Menu variety offered 11 2.3 25 5.2 30 6.3
Availability of new items 1 0.2 35 7.3 3 0.6
Vegetarian choices 27 5.6 14 2.9 31 6.5
Portion size 9 1.9
Atmosphere 8 1.7 17 3.5 37 7.7
Cannot prepare at home 3 0.6 20 4.2 22 4.6
Convenience of location 10 2.1 13 2.7 23 4.8
Reputation/ word of
mouth 8 1.7 4 0.8 23 4.8
81
Table 13
Top Three Food Attributes when Dining at an Indian Restaurant
Food Attribute Choice 1 Choice 2 Choice 3
N % N % N %
Taste of the food 355 75.5 63 13.4 16 3.4
Spicy food 43 9.1 117 24.8 35 7.5
Personal preference 16 3.4 65 13.8 103 22.2
Appearance of the food 6 1.3 78 16.6 66 14.2
Aroma/smell 8 1.7 86 18.3 99 21.3
Cultural Familiarity 7 1.5 15 3.2 28 6.0
Price 14 3.0 40 8.5 99 21.3
Respondents were also asked to indicate the level of influence of various factors,
which mainly described the attributes of Indian food, when they decided to dine at an
Indian restaurant. The first three factors were of the Yes/No type, where Yes = 1, and No
= 2. The factors are as follows: South Asian friends/co-workers, visited India/South
Asia/Asia, lived in India/South Asia/Asia. On the next seven factors or food attributes,
respondents were asked to indicate the level of influence, against a 5-point likert scale as
follows:
1 = Unimportant; 2 = Somewhat important; 3 = Important;
4 = More/very important; and 5 = Extremely important
These factors included: Taste of the food, spicy food, appearance of the food,
aroma/smell, cultural familiarity, personal preference, and price. Respondents were asked
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to list the three most important influences when they decided to dine at an Indian
restaurant, from the 10 listed above. The results are shown in Table 13 and also
summarized as shown below:
Food Attributes:
Choice 1 :Taste of the food (355 respondents; 75.5%)
Choice 2: Spicy food (117 respondents; 24.8%)
Choice 3: Personal preference (103 respondents; 22.2%)
Taste of the food was ranked as most important, with 355 respondents (75.5%) listing it
as the most important factor in the dining out experience. Spicy food was ranked as the
most important food attribute in the Choice 2 position by 117 respondents (24.8%).
Against the third choice, personal preference had the highest number of respondents at
103 (22.2 %) selecting it as important.
Summary
The top three factors influencing the decision to dine at an Indian restaurant for
the sample were: taste of the food, quality of food, and hygiene and cleanliness. The next
objective discusses the differences between the top three factors by ethnic origin.
5. Comparison of the top three factors in Indian restaurant selection by ethnic origin
A chi-square analysis was performed but no significant difference was found. The three
most important characteristics for respondents of South Asian origin when making a
decision to dine at an Indian restaurant were as follows, in order of importance: quality of
the food (25%) was most important, hygiene and cleanliness (16%), and lastly, value for
money (10%). The three most important characteristics for respondents of other ethnic
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Table 14
Comparison of the Top Three Restaurant Characteristics in Indian restaurant selection by
Ethnic Origin
Characteristic South Asian % Other Ethnic Origin %
Quality of food 25 29
Hygiene & cleanliness 16 11
Value for money 10 7
Authentic cuisine 9 12
Vegetarian choices 9 6
Efficient service 7 5
Employee friendliness 6 6
Atmosphere 5 4
Menu variety offered 4 5
Convenience of location 3 3
Cleanliness of restrooms 2 3
Reputation/ word-of-mouth 2 3
Cannot prepare at home 1 3
Availability of new items 1 0
Portion size 0 2
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origin when making a decision to dine at an Indian restaurant were as follows: quality of
the food (29%), followed by authentic cuisine (12%), and lastly, hygiene and cleanliness
(11%). See Table 14.
The three most important influences for respondents of South Asian origin when
making a decision to dine at an Indian restaurant were as follows: 29 percent indicated
that taste of the food was most important, followed by 16 percent rating spicy food
important, and lastly 15 percent ranking price as important. The three most important
influences for respondents of other ethnic origin when making a decision to dine at an
Indian restaurant were as follows: 31 percent indicated that taste of the food was most
important, followed by 14.2 percent rating aroma/ smell important, and lastly 13.6
percent ranked both spicy food and personal preference as important. See Table 15.
Table 15
Comparison of the top three Food Attributes by Ethnic Origin
Food Attributes South Asian % Other Ethnic Origin %
Taste of the food 29 31.5
Spicy food 16 13.6
Price 15 10.3
Aroma/ smell 11 14.2
Cultural familiarity 10 2.5
Personal Preference 10 13.6
Appearance of the food 6 11.4
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Summary
The top three factors for participants of South Asian origin were: taste of the food,
quality of food, and hygiene and cleanliness together with spicy food. Those for
participants of other ethnic origin were: taste of the food, quality of food, and aroma/
smell.
6. Analysis of responses to the six open-ended questions
The six open-ended questions are stated as follows:
• What I really like about Indian restaurants:
* What I dislike about Indian restaurants:
· I would eat more often at Indian restaurants if:
Other comments about your experiences in Indian restaurants:
· What you think Indian restaurants should know/be aware of?
• What questions have been omitted but are important?
Table 16 presents the main factors or characteristics, which are important to
patrons, when they decide to dine at an Indian restaurant in the Twin Cities. These factors
and their frequencies were obtained by performing a word count for each of the
questions. E.g. the number of times respondents used the words 'taste', 'service',
'atmosphere', 'location' etc. to describe the food, or their dining experience at Indian
restaurants, are noted under the Frequency column. The Percent column is a simple and
straightforward percentage of the frequency from the total number of respondents who
chose to comment on any of the open-ended questions. The results have categorized into
factors, which are restaurant characteristics, food attributes, and restaurant operations
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issues. Within each of these categories, the variables are presented in rank order, from the
factor which had the highest frequency of being cited to the factor with the least count.
Restaurant Characteristics
Roughly three-fifths of the respondents indicated that they enjoyed the calm,
tranquil and generally pleasant atmosphere they experienced at Indian restaurants. They
also commented on Indian music, which they enjoyed. One-fifth of the respondents
would prefer a more upscale type of decor, or ambience, which gave more emphasis to
Indian culture and artifacts. However, one-fifth of the respondents had a negative
perception of the atmosphere in Indian restaurants. These findings relate to the findings in
Table 10, where there is a significant difference by ethnic origin on the variable
'atmosphere.' When assessing all the variables together, location was overall the fourth
most commented upon factor (78 responses), with most of the respondents indicating that
they would eat more often at an Indian restaurant if there was one near their place of
work, or home, i.e. a more convenient location. Thirty-six comments discussed the
importance of the cultural experience when dining at an Indian restaurant.
Food Attributes
Taste of the food ranked very high, with 92 responses, or 27 percent. Enjoyment
of flavor, spicy/ hot (taste), and the wide selection of vegetarian choices, received 57, 55,
and 48 responses respectively. Quality and consistency of food were not at the top of this
list, which is unusual. However, these factors have already been directly and indirectly
addressed in the survey, hence it is possible that this is why respondents did not choose to
make any further comment.
87
Table 16
Important Characteristics when Dining at Indian Restaurants
Characteristics N %
Restaurant characteristics
Atmosphere, music 89 26
Location 78 23
Cultural experience 36 11
Food Attributes
Taste of the food 92 27
Flavor 57 17
Spicy, hot 55 16
Vegetarian 48 14
Quality, consistency of food 44 13
Aroma 17 5
Portion size 11 3
Restaurant Operations
Service 91 27
Price 75 22
Hygiene & cleanliness 32 9
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All the respondents really liked the aroma of Indian food, with its blend of various
spices. Portion size was mentioned 11 times. Of these, some of the respondents felt that
the portions were ample (4 respondents), while others felt they were too small and that
they needed to order additional items (4 respondents). Yet another group (3 respondents)
wanted a choice of portion sizes.
Restaurant Operations
Service was the most important in the restaurant operations category, and second
in frequency of being stated as important, with 91 responses. Approximately two-thirds
(66 responses) indicated that service was caring, friendly and that wait staff were
concerned that customers had a good experience. However, the comments of the
remaining 25 respondents ranged from indifferent service to erratic, unfriendly, slow, and
unequal treatment of men and women, and between patrons of South Asian origin and
those of other ethnic origin. The comments of respondents point towards a price sensitive
clientele. Seventy-five responses discussed price, and were evenly distributed across
those who: (1) felt that dining at Indian restaurants was expensive or 'pricey', (2) felt
that dining at Indian restaurants was reasonable or cheap, and (3) wished they had a
higher income, or more money. This last group indicated that they would dine more
frequently at Indian restaurants if the prices were lower.
Cleanliness and hygiene were not mentioned as often as many of the other factors,
which is a little surprising. Of the 32 responses, 6 responses implied that the respondents
were satisfied with the level of cleanliness and hygiene, while 20 respondents had
negative comments indicting that there was room for improvement, and 6 responses were
of a neutral nature, stating that it is important to maintain clean and hygienic conditions.
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Summary
This chapter illustrated the factors that influence the decision of patrons to dine at
Indian restaurants in the Twin Cities. The most important factors for the entire sample
were quality of food, taste of the food, and hygiene and cleanliness, in descending order
of importance. Availability of vegetarian choices, availability of new items, and cultural
familiarity were the least important factors for the whole sample.
There were several factors, which showed a significant difference between
respondents of South Asian origin, and those of other ethnic origin. Quality of food, and
taste of the food were the only two significant factors on which respondents of other
ethnic origin had higher expectations than those of South Asian origin. The following in
order of importance, are the factors on which participants of South Asian origin had
higher expectations than those of other ethnic origin: hygiene and cleanliness; cleanliness
ofrestrooms; employee friendliness; value for money; efficient service; spicy food;
atmosphere; price; vegetarian choices; availability of new items; and, cultural familiarity.
The top three factors influencing the decision to dine at an Indian restaurant for
the sample were: taste of the food, quality of food, and hygiene and cleanliness. The top
three factors for participants of South Asian origin were: taste of the food, quality of
food, and hygiene and cleanliness together with spicy food. Those for participants of
other ethnic origin were: taste of the food, quality of food, and aroma/ smell.
Analysis of the open-ended questions resulted in some interesting findings, since
respondents were able to accurately describe in their own words, the factors that motivate
them to dine at an Indian restaurant. The following and final chapter presents the
conclusions and recommendations of this investigation.
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CHAPTER 5
CONCLUSIONS AND RECOMMENDATIONS
Re-statement of Research Objectives
The purpose of this study was to identify: the determinant factors that influence
the decision of patrons to dine at selected Indian restaurants in the Twin Cities; any
significant differences in these factors between South Asian patrons and patrons of other
ethnic origin; the demographic profile of patrons of Indian restaurants.
Conclusions
The conclusions of this study generally apply only to patrons of Indian restaurants
in the Twin Cities, unless otherwise stated. They are discussed in the order the data was
presented in Chapter Four. There was a total of 490 usable questionnaires, although some
participants did not respond to all the questions. Hence, some of the data have varying
total numbers of respondents.
Demographic profile of respondents
There were an almost equal number of females (51 percent) and males
(49 percent). "Examples of recent changes that have had significant impact on
foodservice operations include the high proportions of two-income families and single
person families as increasing numbers of women traveling and eating out alone"
(McCool, cited in Khan et al., 1993, p. 19). The average respondent was 32 years old
and white American (75 percent). Many respondents had bachelor's degrees
(44 percent), and approximately one third of all respondents (33 percent) even had
postgraduate degrees. The occupation most frequently selected by respondents was
Professional (50.6 percent), with Managerial (8 percent), Student (9.8 percent),
91
Business owner (10.9 percent), and Other (11.7 percent) falling into the 8 to 12 percent
range. The two with the lowest number of respondents were Service/clerical at 5.7
percent, and Homemaker at a mere 3.3 percent. Total household income was well
distributed across the given choices, ranging from 'Up to $24,999' to '$120,000' or
more, with the exception of the $65,000 to $99,999 range. Within this range there were
three possible sub-categories. The number of respondents was six or eight percent in
each of these sub-categories, as opposed to 10 to 13 percent in all the other sub-
categories. According to the NRA (2000) report on eating-place trends and the 21 S
century consumer, the median age of the U.S. population recorded in 1990 was 32.8,
which also reflects the average age of this sample. This would suggest that it is possible
to generalize these particular results to a broader market. As the number of employed
persons in the United States continues to climb, the amount of time consumers have left
to prepare meals at home continues to fall. According to the NRA's 1999 Consumer
Survey, 53% of all adults said that they were so busy that convenience is critical. This
trend is even more pronounced among adults between the ages of 25 and 34. In the
discussion on income, the report stated that household income was the most influential
demographic factor when it came to how much was spent on food prepared away from
home. As incomes rose, so did spending on food prepared away from home. In 1998,
for the fourth consecutive year, real median household income rose, reaching $38,000,
the highest ever recorded.
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The factors that influence the decision of patrons to dine at Indian restaurants in
the Twin Cities
In order of importance, quality of food; taste of the food; and hygiene and
cleanliness were at the top of the list of the most important factors, while availability of
vegetarian choices; availability of new items; and cultural familiarity were the least
important factors. These results have been obtained by merging the results presented in
Tables 7 and 8. However, it is important to point out that being ranked least important is
only a matter of degree; these factors were not rated unimportant. These results suggest
that Indian restaurant operators should pay attention to keeping food quality high, and
maintaining a clean and hygienic establishment. A survey carried out by Restaurants and
Institutions magazine (Dulen, 1999) supports the idea that restaurants must be able to
compete on the basis of food quality alone. The approximately 2,900 restaurant patrons
considered food quality to be the most important factor they considered when choosing a
restaurant, ranking above service, value and even cleanliness, although this is a close
second. An interesting finding of this survey was that quality appeared to be an all-
encompassing term Americans used to judge whether or not food was prepared the way
they asked for it. In the survey, the next most important factors influencing people's
perception of food quality were taste and flavor, and appropriate temperature. A
restaurateur can emphasize food quality, once he understands what quality means to his
customers. In the open-ended question section of the R & I survey, although most
respondents chose to leave it blank, of those who did, cleanliness was the most common
write-in answer. Menu variety, or the availability of new items was least likely to be rated
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as extremely important, and portion size also appeared to be a weak influence on
customers perception of quality (Dulen, 1999).
Excessive attention grabbing media coverage of outbreaks of E.coli and
Salmonella has helped to increase germ paranoia by questioning the safety of the food
supply (Featsent, 1998). It has also made consumers more cautious about food handling
practices. In recent research conducted by the International Food Safety Council in
Chicago, and CMF & Z Public Relations in Des Moines, Iowa, 52 percent of consumers
reported that food safety had become more important to them than it was a year before.
For the restaurant industry, this trend means that simply serving safe food is no longer
enough. Restaurateurs must do all they can to eliminate any perception of food-safety risk
in their own operations (Featsent, 1998). The NRA Educational Foundation's ServSafe is
a program which covers the basic principles of food safety - its challenges, the
importance of having a system and the maintenance of a safe operation. Restaurants that
are ServSafe certified often display an International Food Safety Council decal on their
doors to let diners know that their staff have been trained and certified in food safety.
However, while such notices can boost consumer's confidence, action-oriented visual
cues are most important. These cues can start in the parking lot, all the way through to the
cleanliness ofrestrooms. For example, if the restrooms are untidy and messy, and
customers are unable to wash their hands properly because the facilities are out of soap
and paper towels, they may assume that the staff at the back of the house aren't able to
wash their hands either. Therefore, restaurateurs need to ensure that their customers
believe that they are absolutely committed to food safety.
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Reputation or word-of-mouth is one of the variables that is neither at the top of
the list, nor at the end, and it hasn't emerged as a variable with a significant difference by
ethnic origin. However, in a press release of July 20, 2000, the NRA states that according
to their latest statistics based on consumer surveys conducted in October 1999, four out
of five consumers said they would choose a restaurant on a recommendation by a family
member or friend (http://www.restaurant.org/PRESSREL/archive/00_07_20.html).
Xavier Teixido, owner operator of Harry's Savoy Grill in Wilmington, DE, and treasurer
of the NRA, says that when someone wants to know which restaurant to visit, they almost
always phone a friend or relative first - those they trust most. Stories about negative
experiences can put a restaurant out of business. Restaurant owners should consequently
work hard to please all consumers, all the time, and listen to comments to ensure that
frequent customers and new customers keep coming in the door.
In this study, the least important factor was cultural familiarity, with a mean
score of 2.56. This demonstrates that most of the respondents felt that cultural
familiarity did not have much of an influence in their decision to dine at an Indian
restaurant. It is precisely for this reason that most respondents dined at Indian
restaurants, namely, that they lacked familiarity with Indian culture; to imbibe some of
the culture; and or for the experience of being exposed to the Indian culture. The
Veblenian Sociopsychological model takes into account the influence of the social
environment on an individual. It holds that an individual's culture, subculture, social
class, reference groups, and peer groups are the mainly influences in consumption
decisions (Reid, 1983). The study of differences by ethnic origin, in the following
research objective, presents further insight on this variable between respondents of
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South Asian origin, and those of other ethnic origin.
Summary
In the preceding discussion it is important to note that the ratings were those of
the entire sample. Therefore, given that 75 percent of the sample was white American, it
is their views that dominate the outcome. Adding other ethnic groups, other than those of
South Asian origin, this figure increases to 88 percent of the sample.
Differences by ethnic origin when deciding to dine at Indian restaurants
The multivariate analysis of variance on the restaurant characteristic variables,
and food attribute variables using South Asians and respondents of all other ethnic origin
as the independent variables showed a significant relationship at the .05 level for 13 of
the 22 variables. A comparison of the mean scores of patrons of South Asian origin and
patrons of all other ethnic origins, on these variables (see Tables 7 and 8) facilitated an
understanding of the exact differences between the two groups. The variables which
respondents of South Asian origin rated higher than respondents of other ethnic origin,
are as follows: (1) hygiene and cleanliness, (2) cleanliness ofrestrooms, (3) employee
friendliness, (4) value for money, (5) efficient service, (6) spicy food, (7) atmosphere,
(8) price, (9) vegetarian choices, (10) availability of new items, and (11) cultural
familiarity. Respondents of other ethnic origin rated only two variables higher than
respondents of South Asian origin. They are: quality of food, and taste of the food.
The mean scores (in parentheses) of patrons of South Asian origin for hygiene
and cleanliness (4.49), cleanliness ofrestrooms (4.18), employee friendliness (3.95),
value for money (3.91), efficient service (3.91), spicy food (3.82), atmosphere (3.8),
96
price (3.58), vegetarian choices (3.33), cultural familiarity (3.19), and, availability of new
items (3.19).
The mean scores (in parentheses) of patrons of all other ethnic origin for hygiene
and cleanliness (4.21), cleanliness of restrooms (3.78), employee friendliness (3.7), value
for money (3.6), efficient service (3.47), spicy food (3.38), atmosphere (3.49), price
(3.21), vegetarian choices (2.58), cultural familiarity (2.46), and, availability of new
items (2.58).
The mean scores (in parentheses) of patrons of all other ethnic origin for quality
of food (4.72), and taste of the food (4.63); while those (in parentheses) of patrons of
South Asian origin for quality of food (4.51), and taste of the food (4.46).
It would appear that South Asians are more demanding customers than are
customers of other ethnic groups. It may be that as a culturally distinct group, South
Asians have a perception that Indian restaurants need to improve their standards of
hygiene and cleanliness, and cleanliness of restaurant restrooms. They may be more
critical of the hygiene and sanitation standards in Indian restaurants, than they are of
those maintained in other restaurants. On the other hand, it is possible that if they were to
rate the hygiene and sanitation levels in other restaurants, they would emerge as a group
with a higher mean. Such findings would indicate that they rate hygiene and cleanliness
more strictly than other ethnic groups. Poor sanitary conditions were close to the top of
the list of reasons for consumer dissatisfaction in an NRA consumer survey (Reid, 1983).
It was a greater source of annoyance as income increased.
As mentioned in some of the open-ended questions, by respondents of both
South Asian origin, as well as respondents of other ethnic origin, there was unequal
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treatment, or service given to South Asians. This would explain the higher importance
ascribed to employee friendliness by South Asians. Related to employee friendliness is
the element of efficient service, where respondents of South Asian origin had a higher
mean score, than respondents of other ethnic origin. In the familiar cultural setting of an
Indian restaurant South Asians may indeed have a higher expectation for efficient
service than other ethnic groups. Some of the responses in the open-ended questions on
several of the surveys completed by respondents of South Asian origin, indicated that
they dislike the service in Indian restaurants, that service personnel exhibit the attitude
of familiarity breeds contempt, and that Indian restaurants do not realize that the
restaurant business is a service business first. Another interesting response stated that
the respondent liked Indian restaurants for the good service, but yet stated under 'what
do you think Indian restaurants should know/be aware of that it was important for them
to provide 'more good service', and another, that the customer is king. Given the
relatively small number of respondents of South Asian origin, and the fact that not all of
them made comments in the open-ended section of the questionnaire, it is difficult to
generalize their mindset or expectations. Restaurant-goers expect to find quality not
only in the food they are served, but also in the service itself (Riehle, 1997). A guest
experience is the total of everything that management plans to make happen to a guest,
from arrival to departure. When service is managed properly, the guest leaves with a
feeling of added satisfaction. This feeling generates a range of guest benefits, including
trust and security, social gratification, ego enhancement, and possibly, new knowledge.
In return, the guest bestows upon the organization the benefits of increased frequency of
visits and word-of-mouth advertising. The result of the relationship is to maximize the
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loyalty, trust and respect of the guest for the restaurant. Hospitality, or caring service,
creates a pleasant and friendly bond between guest and service provider. When all the
components to provide quality service are effectively managed, they enable an
organization to use service as a differentiation strategy, enabling it to stand out from all
others (West, cited in Brymer, 1991).
The higher score for value for money may be interpreted as South Asians being a
more price-sensitive group. According to the Tableservice Restaurant Trends 1999,
although larger portions do not always equate to better value in the minds of all
consumers, larger portions do enhance perceived value for customers (Grindy, 1999).
The concept of value for money is related to price. South Asians indicated that price was
more important to them than did the group 'other ethnic origin'. Many of the open-ended
responses from participants of South Asian origin, indicated that they felt that Indian
restaurants were overcharging. A consumer's relative perception of value must be
considered when establishing menu prices (Reid, 1983). The perceptions of the
consuming public are not easy to pinpoint, for they are ever changing. However, a food
service operator must take this into account when setting menu prices. It is also important
to understand that customers perceptions of value for food service establishments are
based on the following: quality of food and beverage offerings, location of the food
service operation, and availability of other food service operations. Pricing is customer-
based and customer-driven (Lewis & Stowe, 1997). Restaurant owners face the added
problems that: (1) customers often have inaccurate or limited reference prices (i.e. 'right'
prices) for services, (2) customers use key price as a key signal for quality, and
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(3) monetary price is not the only relevant cost for service customers (Lewis et al., 1997),
but they need to find ways to overcome these obstacles by providing customers with a
quality product. Understanding the Marshallian model of consumer behavior may help
them achieve this. It hypothesizes that: as the price of a product or service is reduced,
sales will increase; as prices of competing products or services are reduced, sales of this
product will decrease; as the prices of complementary products or services are reduced,
sales of this product will increase; as advertising and promotional expenditures increase,
sales will increase (Reid, 1983, p.144).
South Asians tend to like hot food, and therefore their mean score for spicy food
was higher than the mean rating by the 'all other ethnic origin' group. In their paper
'Influences in Modern Indian Cooking', Moy and Witzel (1998) state that India's love of
hot food led them to embrace the chili pepper once it arrived. Although eating spicy food
has become a hot trend nowadays, it is more than likely than South Asians have a higher
tolerance for spicier food. Richard Popper a Dallas-based sensory evaluation expert says
that cultures can build up a tolerance for many sensations, such as the heat from chile
peppers (Dulen, 1999). Some of the responses in the open-ended questions on several of
the surveys completed by respondents of South Asian origin, indicated that: they would
eat more often at Indian restaurants if they served spicy food; and, they dislike that the
food served in Indian restaurants is not spicy (enough).
For many respondents of South Asian origin, atmosphere in an Indian restaurant
is very important. It is likely that they tend to see it as an extension of themselves and a
showcase of their culture. They are generally knowledgeable about South Asian (i.e. their
own) culture and are therefore better able to rate Indian restaurants, than those who are
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unfamiliar with the culture. Their feelings are aptly represented by the following response
in the open-ended question section: "In India, culture starts with food. When we are
abroad, restaurants are the base which create a homely atmosphere. Being conscious of
this aspect (i.e. acting upon this aspect) will invigorate and enthrall the soul of Indians
and other communities." Atmosphere or ambience refers to the internal environment of a
restaurant. It is a fairly important decision factor when people go out to restaurants. The
environment is a feast (or famine) for the senses. Sight, sound, smell, and touch all
combine to create the stage setting for the dining experience (Marvin, 1992).
Respondents of South Asian origin also had a higher mean for vegetarian choices
(3.33), than respondents of other ethnic origin (2.94). This is most likely attributable to
the fact that as a group, South Asians have a high percentage of the population that is
vegetarian. Moy and Witzel (1998), state in their research paper on the 'Influences in
Modern Cooking', that the most well known way that religion has affected the diets of
Indians is the vegetarianism, where India is known to be the world's largest country of
vegetarians. Furthermore, vegetarianism is part of the Hindu philosophy, and although
some Hindus occasionally eat chicken, fish, goat, or lamb, Buddhists and Jains avoid
meat altogether, and just take advantage of the variety of vegetables, grains, and legumes
that the land of India has given them.
While the 'all other ethnic origin' group perceives that the items on the menu
offer a lot of choice, for South Asians, they most likely prepare many of the items at
home, and therefore seek new items, and/ or something different. Hence the higher score
for the importance of the availability of new items.
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It is only natural that there would be a significant difference on the mean scores of
cultural familiarity. While respondents in the all other ethnic origin group go to an Indian
restaurant for what they consider a cultural experience, as stated by 11 percent of the
respondents in the open-ended questions, South Asians probably view the dining
experience as an integral part of who they are. Their comments in the open-ended
questions reflect this: "I really like the element of cultural familiarity in Indian
restaurants", and "I really like the Indian atmosphere"; "availability of food prepared in
the style of my country"; "nice people and feel at home." There were many other similar
comments, which reflect a cultural familiarity not only with reference to the food and its
preparation, but also the atmosphere of the restaurant. The comments of respondents of
other ethnic origin indicate that "it is interesting to me since I am not a part of the
culture"; and "how interested some people are in their culture", in response to the
question 'what do you think Indian restaurants should know/ be aware of'.
The lower score for taste of the food by South Asians, may well be that they take
the taste for granted; it is not very exotic or different for them, in comparison to the view
of the 'other ethnic origin' group. They may also feel that the taste may not be quite as
they want it, or are accustomed to, but is an acceptable substitute. On the other hand, the
'other ethnic origin' group probably does not have any other yardstick by which to
measure or compare the food.
Summary
It is evident that South Asians differ on several characteristics from respondents
of other ethnic origin. Being from the same cultural background as the restaurant they are
dining at, namely an Indian restaurant may cause them to be more critical of the
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establishment, than a culturally non-affiliated group would be. In this respect, it is
fortunate for Indian restaurant owners that they constitute a comparatively small
percentage of their clientele. However, there is definitely room for improvement for
Indian restaurant operators. Understanding the views of all their clients would assist them
in this undertaking. Indian restaurant owners should also be aware of the 'gatekeeper'
power of their customers of South Asian origin. Gatekeepers are people who have the
power to prevent sellers or information from reaching members of a buying center
(Kotler et al, 1999). For example, often non-South Asians ask a South Asian to
recommend a 'good Indian restaurant.' If customers of South Asian origin have been
unhappy with any aspect of their dining experience, they will not provide the prospective
customer with a good recommendation. After all, their credibility is at stake.
The three most important factors when deciding to dine at Indian restaurants
Quality of food was ranked highest in importance, in the Choice 1 position, with
245 respondents or 50.9 percent listing it as one of the three most important restaurant
characteristics in the dining out experience. 109 respondents, or 22.7 percent also ranked
quality of food as the most important characteristic in the Choice 2 position. In the third
position, value for money was the most important characteristic, with 64 respondents or
13.4 percent selecting it as important.
Taste of the food was ranked highest in importance, in the Choice 1 position, with
355 respondents or 75.5 percent listing it as one of the three most important food
attributes. 117 respondents, or 24.8 percent ranked spicy food as the most important food
attribute in the Choice 2 position. In the third position personal preference was the most
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important food attribute, with 103 respondents or 22.2 percent selecting it as most
important.
As discussed earlier quality of food has repeatedly been the most important factor
in research studies on dining out. It is interesting too, that quality of food is perceived to
almost be the catchall phrase, with a range of meanings. Thus, it is not surprising that in
this study, it has emerged as an important factor.
Summary
Although the factors discussed above have emerged as the 'top three' factors in
two categories, this does not mean that they are indisputably the top three factors, since
the standard deviations indicated that the difference in rank between one factor and
another was not significant. Further, it must be noted that respondents were not asked to
list in order of importance the three choices; they were only asked to indicate their top
three choices.
Differences by ethnic origin, in the three most important factors when deciding to
dine at Indian restaurants
Patrons of South Asian origin indicated that the following factors were important
in order of preference: taste of the food, and quality of food, followed by spicy food and
hygiene and cleanliness, which ranked the same. Patrons of other ethnic origin were of
the opinion that taste of the food, quality of food, and aroma/smell were the most
important factors in descending order of importance.
Quality of food has been rated as important by the entire sample. It has
consistently been the top-factor on all food service surveys (Dulen, 1999). However, as
W
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Richard Popper notes, quality is very subjective, because it means different things to
different people (Dulen, 1999). A customer often uses quality as an all-encompassing
phrase, which primarily means "prepared the way I ordered it," but also includes factors
such as taste, often used interchangeably with flavor, texture, and aroma. He goes on to
say that the relatively low rank of aroma among consumer priorities may be misleading,
since most of the flavor associated with food registers not with the taste buds but with the
sense of smell, and consumers may not make this connection.
We have already learned from the earlier discussion that respondents of South
Asian origin have a higher tolerance for spicy food, and indeed enjoy it. This rating
reinforces the comments in the open-ended questions, wherein participants of South
Asian origin, stated that the food served in Indian restaurants in the Twin Cities was not
spicy enough.
Summary
The top three factors for participants of South Asian origin were: taste of the food,
quality of food, and hygiene and cleanliness together with spicy food. Those for
participants of other ethnic origin were: taste of the food, quality of food, and aroma/
smell.
Analysis of responses to the six open-ended questions
In Chapter four, the results were categorized into the following factors: restaurant
characteristics, food attributes, and restaurant operations issues. Within each of these
categories, the variables were presented in rank order, from the factor which had the
highest frequency of being cited to the factor with the least count. However, in this
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chapter, the variables will be discussed in their rank order, from those with the highest
frequency of being cited to those with the least count. This is to present a slightly
different perspective, specifically one which facilitates a comparison across the
categories, of the ranking of the variables.
Taste of the food ranked very high, with 92 responses, or 27 percent. This is not
surprising, as often patrons perceive taste of the food as an element of good quality, and
quality is the most important factor for all customers (Dulen, 1999). Service was second
in frequency of being stated as important, with 91 responses. Approximately two-thirds
of the respondents commented that the service was good, friendly and caring service,
while others felt that it was erratic, sometimes having long waits, and indifferent service.
Other comments indicted that patrons perceived there to be unequal treatment of men and
women, and between patrons of South Asian origin and other ethnic origin, by wait staff.
Roughly three-fifths of the respondents indicated that they enjoyed the calm, tranquil and
generally pleasant atmosphere they experienced at Indian restaurants. They also
commented on Indian music which they enjoyed. One-fifth of the respondents would
prefer a more upscale type of d6cor, or ambience which gave more emphasis to Indian
culture and artifacts, and one-fifth of the respondents had a negative perception of the
atmosphere in Indian restaurants. Location was the fourth most commented upon factor
(78 responses), with most of the respondents indicating that they would eat more often at
an Indian restaurant if there was one near their place of work, or home, in other words, a
more convenient location. Ellsworth Statler, founder of the Statler Hotel chain, once said:
"There are three factors necessary for the success of a hotel. They are location, location,
and location" (Powers, 1990, p. 154). It is interesting that the variable 'convenience of
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location' is the fourth most commented upon factor in the open-ended questions, whereas
in the comparative listing of 15 restaurant characteristics (Table 7), is ranked fourth from
the end of the list. This finding is another instance (the other being 'price', discussed
next) where respondents rankings on questions in the survey are at odds with comments
in the open-ended questions section of the survey. The comments of respondents point
towards a price sensitive clientele. 75 responses discussed price, and were evenly
distributed across those who: (1) felt that dining at Indian restaurants was expensive or
'pricey', (2) felt that dining at Indian restaurants was reasonable or cheap, and (3)
wished they had a higher income, or more money. This last group indicated that they
would dine more frequently at Indian restaurants if the prices were lower. It is a point of
interest that although 22% of the respondents commented in the open-ended questions on
the importance of price, it did not emerge as one of the more important factors in the
other questions on the survey. This could be interpreted as unwillingness on the part of
the respondents to obviously appear to be price-sensitive.
Flavor, spicy (hot) and appreciation of the wide selection of vegetarian choices
available was indicated in the 57, 55, and 48 responses respectively. Quality and
consistency of food were not at the top of this list, which is unusual. However, these
factors have already been directly and indirectly addressed in the survey, hence it is
possible that this is why respondents did not choose to make any further comment.
Thirty-six comments discussed the importance of the cultural experience when dining at
an Indian restaurant.
Interestingly, cleanliness and hygiene were not mentioned as often as many of the
other factors discussed. However, this apparent anomaly must be understood in the
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context that respondents had already indicated their opinion on this variable in earlier
questions on the survey. Of the 32 responses, 6 responses implied that the respondents
were satisfied with the level of cleanliness and hygiene, while 20 respondents had
negative comments indicating that there was room for improvement; six responses were
of a neutral nature, stating that it was important to maintain clean and hygienic
conditions. Aroma was the next factor, and all the respondents really liked the aroma of
Indian food, with its blend of various spices. Portion size was mentioned 11 times. Of
these, some of the respondents felt that the portions were ample (4 respondents), while
others felt they were too small and that they needed to order additional items
(4 respondents). Yet another group (3 respondents) wanted a choice of portion sizes.
Foodservice Trends, Restaurants USA (Mills, 1998), states that many restaurant operators
offer portion-size options to satisfy today's value-conscious diner. Expectations regarding
the size of the portions served are particularly high at dinner occasions involving
celebrations or other times when adults focus on getting together and enjoying each
other's company. Besides providing a variety of portion-size options to appeal to adults,
the offer of these alternatives would also encourage and make it easy for parents who
bring their kids along. In another report, slightly less than half of all adults agreed that
larger portion sizes meant better value at tableservice restaurants; 56% of consumers age
44 and younger agreed that larger portions meant better value; yet only 30% of adults age
65 and older agreed that larger portions were better value (Grindy, 1999).
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Recommendations for Indian Restaurant Operators
This study provides information, which facilitates a better understanding of
customers and their needs, and systems that can be implemented to ensure customer
satisfaction. Restaurateurs should remember that consumer behavior is learned through
association. Customer behavior is conditioned and reinforced by experiences they have;
and reinforcement is anything that either positively or negatively influences or
strengthens a response (Reid, 1983). The results of this study showed that food operators
need to be aware of the following:
1. Improve and emphasize hygienic practices and cleanliness in all activities performed
in restaurant areas, including the restrooms.
2. Staff should be properly trained to deliver quality service. Performance standards
should be set and staff trained to meet or exceed these standards. For example, they
should be well groomed and practice personal hygiene; and be able to describe menu
items, delivering prompt and efficient service consistently. They should also be
trained to be sensitive to the needs of first time customers that may need help with the
selection of dishes, yet they must also know when to allow customers who are
familiar with the food, to make their own choices. Although most servers speak and
understand basic English, their use of the language may be limited, and their accent
different when compared to American speakers. This results in misunderstandings
and miscommunications. Servers must be made aware that this is a problem, and that
they need to be prudent and tactful in their interactions with customers.
3. Many patrons had difficulty pronouncing and remembering the names of dishes, as
they are written to phonetically equate to the sound of the words in an Indian
109
language. Restaurant operators need to address this issue. They could translate all
menu items into English where possible, and train servers to present them using both
names; they could also provide a pronunciation guide in parentheses next to each
dish, and instruct servers to present the dish using the Indian name (which helps
retain authenticity), and an explanation of the dish in English.
4. Improve restaurant ambience. If necessary use the services of a professional interior
designer, just as many other restaurants do. This will give them an edge over the
competition.
5. Consistently control quality of food. Train kitchen staff in the importance of
standardization of each dish, and maintenance of the same.
6. Set reasonable prices, and
7. Try to create positive word-of-mouth advertising by providing quality food and
service.
Recommendations for Further Studies
As a result of the data analysis and the review of literature, the researcher has the
following suggestions for future studies. These propositions are allied with this study
through an array of methods, systems and approaches. Studies can therefore be conducted
using the following variables:
1. Similar studies can be conducted with other ethnic restaurants (E.g. Italian, Mexican,
Thai restaurants).
2. This research can be undertaken in different cities of the United States.
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3. Parallel studies can be performed in key cities of various countries with a large
number of Indian restaurants and or a large community of people of South Asian
origin (Australia, United Kingdom, and the United States).
4. Where market segmentation exists among Indian restaurants in cities like Chicago
and New York, similar studies can be performed in the various segments of the
market.
5. Based on recommendation # 4 above, comparative studies can be undertaken to note
similarities and differences between the various segments.
6. This research can be replicated by other hospitality researchers using equal numbers
of South Asian respondents and respondents who are not of South Asian ethnic
origin.
7. In locations where there is a sufficiently large acculturated South Asian population,
comparative studies can be undertaken using them as a group; the reasoning being
that having lived away from their culture for a fairly long period of time, their needs
will probably differ significantly from that of recent South Asian immigrants.
8. A study focusing on vegetarians, and or restaurants serving vegetarian food will
probably yield some interesting results, with vegetarianism emerging as a food trend.
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Department of Hospitality & Tourism
College of Human Development
University of Wisconsin-StoutQuestionnaire Menomonie, WI 54751
Tel: (715) 232-1203
Fax: (715) 232-2588
Factors that Influence the Selection of Indian
Restaurants in the Twin Cities
This research is being undertaken as part of the requirements for a master's thesis at the University of Wisconsin-
Stout The purpose of the survey is to determine the factors that influence American residents decision to dine in
an Indian restaurant, I would appreciate a few minutes of your time (approximately 5-6 minutes) to complete the
questionnaire. It is important that you complete this; the greater number of returns of completed questionnaire the
higherthe quality of the research. All responses will be confidential.
I understand that by returning this survey, I am giving my informed consent as a participating volunteer in this study. I
understand the basic nature of this study and agree that any potential risks are exceedingly small. I also understand the potential
benefits that might be realized from the successful completion of this study. I am aware that the information is being sought in a
specific manner so that no identifiers are needed and so that confidentiality is guaranteed. I realize that I have the right to refuse
to participate and that my right to withdraw from participation at any time during the study will be respected with no coercion or
prejudice. NOTE: Questions or concerns about participation in research or subsequent complaints should be addressed first to
the researcher or research advisor and second to Dr. Ted Knous, chair, UW-Stout, Menomonie, WI 54751, phone (715) 232-
1126.
Please check the right answer- are you:
1. An American citizen, or permanent resident? J Yes 0 No
2. Of South Asian ethnic origin/descent? U Yes O No
(Bangladeshi, Indian, Nepali, Pakistani, Sri Lanka)
If No, please go to question #4
3. If you are of South Asian ethnic origin, how many years have you lived away from South Asia?
[ Years
4. Ethnic origin/ethnic descent: (please check the most correct choice):
[ American/White [ African/American 0 Indian
[ Asian [ Hispanic 0 Pakistani
[ Native/American/multi-racial [ Multi-racial I Bangladeshi
a Other (specify) _ Sri Lanka [ Nepali
5. How long have you been eating Indian food?
[ First time 0 2-5 years o 10 years or more
0 1-12 months U 5-10 years [ All my life
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6. How often do you dine at the following types of sit-down restaurants in the price range of
approximately $12-$18/person for the meal?
Please circle the number from 1-6 corresponding to your response:
1 2 3 4 5 6
Never Once in a few months once a month once in 2-3 weeks once a week 2-4 times per week
Chinese ........................................................ 1 2 3 4 5 6
Indian ............................................................. 1 2 3 4 5 6
Japanese ...................................................... 1 2 3 4 5 6
Korean .......................................................... 1 2 3 4 5 6
Mexican ................... ..................................... 1 2 3 4 5 6
Thai......................................... ........ 1 2 3 4 5 6
Vietnamese .................................................. 1 2 3 4 5 6
Other (specify) ........................................... 1 2 3 4 5 6
7. How important are each of the following characteristics to you when you decide to dine at an
Indian restaurant (in general).
Please circle the level of importance of each of the following from 1 thru 5:
1 unimp2 3 i4 5 
unimportant somewhat important Important more/very important extremely important
1. Efficient service ...................................... 1 2 3 4 5
2. Employee friendliness ............................ 1 2 3 4 5
3. Hygiene and cleanliness ....................... 1 2 3 4 5
4. Cleanliness of restrooms ....................... 1 2 3 4 5
5. Quality of food ........................................ 1 2 3 4 5
6. Authentic cuisine .................................... 1 2 3 4 5
7. Menu variety offered .............................. 1 2 3 4 5
8. Availability of new items ........................ 1 2 3 4 5
9. Vegetarian choices................................. 1 2 3 4 5
10. Portion size ............................................. 1 2 3 4 5
11. Value for money ................................... 1 2 3 4 5
12. Atmosphere ............................................ 1 2 3 4 5
13. Cannot prepare at home ........................ 1 2 3 4 5
14. Convenience of location ........................ 1 2 3 4 5
15. Reputation/word-of-mouth ..................... 1 2 3 4 5
8. Please list your three most important characteristics when you decide to dine at an Indian restaurant
from the 15 listed above: *__ __ __
(E.g.___ 
_ )
9. When you decide to dine at an Indian restaurant (in general), the following influence your decision.
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Please circle the level of influence of each of the following by circling your
response from 1 thru 5.
1 2 3 4 5
unimportant somewhat important Important more/very important extremely important
1. South Asian friends/co-workers .................... Yes No
2. Visited India/South Asia/Asia......................... Yes No
3. Lived in India/South Asia/Asia ....................... Yes No
4. Taste of the food ........................................ 1 2 3 4 5
5. Spicy food ........................................ ........... 1 2 3 4 5
6. Appearance of the food ................................. 1 2 3 4 5
7. Arom a/sm ell ................................................... 1 2 3 4 5
8. Cultural familiarity........................................... 1 2 3 4 5
9. Personal preference ................................... 1 2 3 4 5
10. Price ........................................ 1 2 3 4 5
10. Please list your three most important influences when you decide to dine at an Indian restaurant
from the 10 listed above: __ __* 
(E.g. ___ 
__ )
11. When you dine in an Indian restaurant,
what percent of the time do you dine out for lunch? % lunch
what percent of the time do you dine out for dinner? 
_ % dinner
12. Your gender: ^ Female 1 Male
13. Your age:
0 18-24 0 45-54 [ 65-74
0 25-34 [ 55-64 0 75 or older
IJ 35-44
14. Level of education:
O Up to high school O Bachelor's degree
J Associate degree/vocational technical training 7 Master's degree or higher
15. Occupation:
J Own business O Managerial O Homemaker 0 Student
[ Professional I Service/clerical [ Other
16. Total annual household income ($):
0 Up to $24,999 [ $55,000-64,999 [ $100,000-119,999
[ $25,000-34,999 [ $65,000-74,999 0 $120,000 or more
° $35,000-44,999 0 $75,000-84,999
[1 $45,000-54,999 O $85,000-99,999
If you would like, please comment on the following questions.
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17. What I really like about Indian restaurants:
18. What I dislike about Indian restaurants:
19. I would eat more often at Indian restaurants if:
20. Other comments about your experiences in Indian restaurants:
21. What you think Indian restaurants should know/be aware of?
22. What questions have been omitted but are important?
Thank you for your time and cooperation!
Prema A. Monteiro
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Survey Comment
No. 17. What I really like about Indian restaurants:
4. Indian food
5. The taste in my mouth after eating Chicken Dansik.
6. Large number of vegetarian selections.
8. They have vegetarian & non-vegetarian items.
9. Meals that are flavorful & filling without meat.
11. Rich, creamy food.
12. Reminds me of my time in India. I love the food & the people.
13. Taste of the food, best in the world.
14. Food
15. Flavor
16. Food, aroma, music
17. Fine ingredients prepared in an imaginative way. I know I can bring vegetarian
friends & they will enjoy their meals.
18. To taste a different flavor from another country.
19. Food quality & taste, the chance to experiment with different spices & sauces.
20. Always have vegetarian entrees, can get spicy foods.
21. Exotic nature of the food.
22. I like to eat a variety of foods, Indian restaurants add to that variety.
23. The unique spices that I haven't encountered in other ethnic foods.
24. The variety of special breads, the flavoring, tandoori cooking, the tastes of the
spices.
25. The food - choice of 6-10 vegetarian choices, whereas American restaurant only
2-3 if at all. Also, great blends of complex spicing & seasoning.
32. The food & a good comfortable atmosphere.
33. Spicy food interesting ingredients, great service.
34. Taste of the food, ingredients used
35. New food experiences
36. I like the delicious vegetarian dishes.
37. Variety & taste of food
38. The different tastes.
39. The variety of different foods, spicy foods are delicious as well.
40. The food, the spices, the variety, the availability if vegetables.
41. I love the flavors, a mix of flavors that I don't experience very often. So when I
can I love it.
43. The variety of food.
44. Unique food, spices.
45. Great customer service. This restaurant has pleasant music & lighting too.
46. The spices & food.
47. The atmosphere, authenticity of food, quality of food & taste.
48. The service because every one of the wait staff stop at the table, not just the 1St
waiter/waitress. The people are very concerned about customers having a good
experience.
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49. Spicy food reasonable price, great flavor.50. Great food, good variety, the quality of the food has almost never disappointed
me.
51. The food.
52. Something different than pizza or burgers.
53. Richly flavored vegetarian cuisine, with unusual ingredients, and many regional
styles from which to choose & experience.
54. Food.
55. The food & music.
60. Taste of food.
63. The music & the friendliness.
64. Richness of spices, aroma, freshness of food.
67. Curry.
69. Taste of the food because of similarity with my own country (African).73. Spicy food, curry, atmosphere.
74. The food, & service at Jewel of India, very friendly.
75. The food.
76. Vegetarian options, good spicy flavors.
77. Vegetarian choices, taste of food, lassis, kheer.
83. Indian food
87. The food & Taj Mahal beer.
88. The food has good taste.
89. Food.
91. Buffets where I can try new things.
92. The food is good.
93. The food
94. The food
97. My own national food.
99. They serve my kind of food.
100. The food, I like mild curry dishes.
103. The food, unique flavors.
104. The food.
105. Authentic cuisine, very service oriented.
106. Atmosphere, authentic food, friendly servers.
107. Spicy food, also like the employees.
108. I like the food, atmosphere, service & that they are general reasonable115 First time, no prior experience.
116. Taste & aroma of food
117. Great food, most flavorful ever.
121. Chicken tikka masala & naan. The food, the spiciness.
122. Spices
123. I like the flavor of the food, particularly saag paneer & papadum. I also like an
atmosphere that is different from typical chain restaurants. My husband & I love
spicy food.
125. I love the lamb vindaloo & papad with mint chutney. I really enjoy the spices usedin Indian food.
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126. I love Indian food.
127. Taste of something different than fries & burgers. Plus, we never have to wait for
a table.
128. Spices, the blend that make the food simply delicious. I love hot food.
129. The food, atmosphere, friendliness & music.
130. Flavor - portions-everything.
133. Everything is made fresh & without preservatives 
- we can't duplicate the flavors
at home. Friendly people. I can order my meal mild & still get delicious food.134. I love the food. It is so good. Also, like that it is healthy & I can follow an
Ayurvedic diet. Attars, & music
135 The food - having access to a variety of favorites (buffet). Also value for money.136. The food
137. How well the courses are integrated, complexity of spices & breads.
138. Ethnic, authentic, our own cultural food.
139. I like the exotic, spicy flavors in the food.
140. The vegetarian selection, & atmosphere.
141. Unusual food that I wouldn't cook at home. Wonderful taste.
142. Good food, & people.
143. Something different - fastfood & 'Chilis' type restaurants get very boring.
147. The spicy sauces.
150. The food.
151. The varied flavors.
152. Good cheap food, efficient service. (But this person also wrote he dislikes that
Indian restaurants are expensive!)
153. Good food.
156. Spices I do not cook with. Healthy food.
158. The food.
159. Eat Indian often because they are the best restaurants in the neighborhood. But
Jewel of India is a 10-mile drive from our home.
160. Spicy food.
162. Spicy food.
163. The food spice is excellent - the way meat is cooked & the sauces it comes in are
excellent.
166. The spices & textures in combo create a great culinary experience.
167. Indian food - particularly vegetarian selections, but they should be indicated on
the buffet. I like Indian music, & buffets.
169. Vegetarian 
- flavorful, imaginative use of spices. The bread.
170. I really enjoy the cuisine, & that it is very different from what I grew up eating(Scandinavian).
177. The curry.
178. Aroma, food.
179. The friendliness of the people. The food, quality of the restaurant & work staff.180. Indian cuisine really knows how to make vegetarian food taste great. I like the
vegetarian thali, a combo platter.
181. The different in taste from American food.
182. Great unique food, usually great service.
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183. Variety of spices & flavors in the food, many vegetarian choices, can't make athome.
185. Opportunity to experience Indian culture thro' food, drink, music, decor etc.186. The food is always very good & there are a wide variety of choices. I get to try
new things.
188. Food is unique, gives you a taste of the culture, which you don't get at mostAmerican restaurants. I love the food.
190. Good food.
194. The flavor of the food. Vegetarian options.
195. The food.
197. The food.
198. The spices, curries, & tastes that are indicative of Indian cuisine. The fun colors as
well.
199. The food, spices, music, the way food is served.
200. The spices, flavor.
207. Taste, familiarity.
210. I like the taste of the food.
211. Lunch buffet deals, because of low price & available of many dishes to try.213. Tasty food, warm smiles.
214. Taste - friendly 
- music (some, softer, slower tempo).
216. Interesting exciting foods, with lots of vegetarian dishes.220. I love Indian food in general I like Moghals especially because everyone isfriendly & the atmosphere is relaxed & comfortable.
221. Atmosphere, bread, sauces.
222. Atmosphere, wonderful tasting food, music, decor, attire of service staff.224. We do not feel that it is troublesome to bring our 5 month old226. Quality of food, unable to cook at home.
228. Many vegetarian options 
- that's important.
230. Food, food, food.
231. The food - it's spicy & makes me truly happy when I eat it.233. Very tasty food. Different flavors than other cuisines. Good service.234. Different flavors/curry
237. Food is tasty.
238. Food is excellent & unlike other cuisines. Low fat, no dairy, always vegetarian
options.
240. I have a few favorite dishes that I love to order. I especially appreciate the
vegetarian options.
241. Available of halal food for religious purposes.
242. Used to the food, because of origin.
244. Flavorful food, nice atmosphere
245. Good food, unusual spices, difficult to make at home.
247. The food.
249. Wide variety of foods & spices. Great bread.
250. The food is great here.
251. Primarily the food. I do enjoy the atmosphere also.
253. Food.
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254. Unusual delicious food.
255. The food: paneer palak, Gulab jamun.
256. The food. Tastes great, lots of vegetarian dishes.
257. The curries.
259. The aroma, taste, friendliness.
260. Taste, vegetarian variety. Can't prepare at home.
261. Curries, hummus.
262. The taste of the food.
263. Spiciness, variety.
264. Unique spicy, aromatic food. Wonderful cultural ambience.
272. Good selections of vegetarian dishes & sauces.
275. Good music, friendly customer service, excellent food.
278. Vegetarian dishes, lots ofveggies, beans.
280. The cuisine in general is excellent 
- ingredients, preparation etc.
281. The food, & culture.
282. Spicy food & wide variety ofveggies on buffet gives people choices & experiencedifferent food & preparation.
284. The variety of flavors of the food. I love curries, naan, and lamb, all of it. I like the
curries HOT I like the music, I am a musician.
285. Enjoy Indian music classical.
286. Friendliness, ethnicity, spicy vegetarian food.
287. The food, staff & authentic music.
288. I love the food. It's my favorite. I also love the music, both northern & southern.289. The flavors of the food, you just can't get anywhere else.
290. Authenticity of owners, servers as well as the quality of food.
291. When they have cheap, spicy vegetarian food.
292. Different from what is typically found in MSP.
293. The food & employees.
296. The uniqueness of the flavor combos.
298. The music, atmosphere, friendly people
299. Lamb & curry
301. The taste of food.
302. The food reminds me of my trip to India & going to E 6'h St. NYC when I lived
there.
303. For the most part the food is very healthful & flavorful. I think those factors need
to b emphasized with the U.S. public.
306. I have experienced friendly staff & am learning that I very much enjoy the flavors.307. Love the food, hard to make tandoori at home.
309. The food is totally different from what I normally eat.310. I love how they smell & the taste of the food. It's a beautiful color & very clean
tasting.
311. A change in what I eat on a daily basis, cultural diversity.
312. The food, atmosphere, employee friendliness.
313. Food, fennel seeds, atmosphere.
314. Food, music.
315. Music, atmosphere, aroma, service, great food.
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316. This is my first experience with Indian food, but I really enjoyed the food &
music.
317. Wonderful flavors & spices.
318. The food.
320. Spicy.
321. Spicy & exotic food.
322. Fresh ingredients, spicy.
324. I love the food.
325. The spices are wonderful.
326. A new type of restaurant.
330. The food the breads and curry.
331. Flavor & spices used.
332. Spices.
336. Vegetarian items, very tasty food.
337. Spicy Indian food.
338. I enjoy the convenience & variety of buffets.
340. Ethnicity, cultural good cuisines
342. The variety of food - authenticity aromas. Great tikka - can't duplicate at home orbuy at store.
344. Everything.
346. People are almost always friendly & polite, the atmosphere & of course the food.349. Cultural decoration, pictures of India, lots of vegetarian options, spiciness.
350. The unique blend of flavors & the variety of different kinds of menu options for
vegetarian dining.
352. Friendly service.
353. Try the dishes I don't make at home.
354. The spices, colors, smell.
355. Flavors of the food.
356. It's a dining adventure.
357. Spicy food, variety, individual charm, vs chain restaurant.
360. I like Indian food & the service is usually v good.
361. The food.
365. Variety, spices.
366. Balance of tastes & textures have a healing effect.
367. Vegetarian dishes, aroma, cultural experience.
371. Spicy curry dishes.
372. Flavor of food Taj Mahal beer.
373. The flavor of the food.
374. Spices, portions, rice.
375. Flavor & portions.
383. The bread.
384. The food - absolutely love the taste. Also the variety of spices, the texture of the
food is very good.
387. The food.
388. Taste & aroma.
389. The food is delicious. I like the different tastes of the sauces. It's different from
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anything I've had before, & I love to try new things. I LOVE THE FOOD!
390. I have always been a fan of Indian food - I just enjoy the food.
391. The tasty sauces, basmati rice, naan, aroma.
392. Not crowded.
393. The food is fantastic.
394. The flavor of the food.
396. Music, aroma.
398. Ethnic music.
406. Flavor of Indian spices.
408. Unique taste.
409. Different flavors than what I'm used to.
410. Interesting dishes, very flavorful.
411. The food & chai.
412. The flavors of the food, the variety - the way it is prepared.
413. Cultural uniqueness, food, yet different from my normal meal.
414. The varied taste of the food.
419. I enjoy Indian cooking because I am somewhat aware of the culture. I really enjoy
the thought that the food is cooked by family, that it is cooked with love & in most
cases it is cooked with prasad, or Krishna consciousness. When the food is offered
to the Divine, one can surely taste it in the cooking.
420. The unique personality from the owners. Family owned atmosphere makes me
feel comfortable as an individual & not like a number in society.
421. Availability of familiar favorites.
422. Variety of menu items & varying combos.
424. Not your ordinary cuisine. I rarely prepare Indian food at home. It's a nice change
from Applebees, Chinese or Chili's.
425. Food.
426. The food.
427. Simple, healthy, tasty food.
428. The food.
429. Spicy food & taste.
430. The cultural experience, music, costumes, art, language.
431. Clean, non-smoking, plenty of water to drink, tasty food, great basmati rice,
efficient, good service.
437. The music.
438. The smells, the fact that I can't make the foods taste the same myself. I appreciate
the taste of Indian food very much.
439. Curries & basmati rice.
440. Spicy food that is very different from typical Midwest food.
441. The atmosphere.
442. Yummy curry.
443. Wonderful food & friendly people.
446. The taste of the food, the mixture of spices & that the food is fresh & prepared
when ordered.
447. Spiritual atmosphere, artistry of food prep, Asian taste.
448. The delicious taste of the food with spices & vegetables integrated into the quality
131
of the meal.
450. Food, decor, my children enjoy the Indian artifact, paintings & authentic dress.
451. The food is great. We're a family & the kids find many things they like as well-
lassi, samosas, naan, gulab jamun.
452. Healthy foods, texture, flavor, friendliness.
453. Unique flavor as compared to all of the other world cultures (white American
respondent).
456. Taste of food.
457. Great food I can't get anywhere else.
463. Good Indian food.
467. Excellence & freshness of foods, spicy, hot foods.
468. Taste of different spice used, music.
469. Vegetarian entrees.
470. The food is very flavorful & I like the atmosphere.
475. The atmosphere, food & price.
476. Indian music.
477. The bread.
480. I love the food, am vegetarian, so appreciate the many vegetarian dishes offered.
481. Spicy food, especially vindaloo & madras.
482. The taste of the food - great sauces, lots of veggies.
483. The cultural experiences; like hearing Indian languages, enjoy the saris, seeing
altars, like the music, good selection of vegetarian foods.
484. Unusual food.
485. Food.
486. I like to experience other cultures. This is an enjoyable & inexpensive way to do
so.
490. Flavorful food, different from us. Unique atmosphere.
491. The food.
496. Spices, variety, quality of food.
498. Distinctive taste a good alternative to American food.
500. Spices, flavor, aroma.
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Survey CommentNo. 18. What I dislike about Indian restaurants:2. Trying to pronounce traditional dishes, I feel like I am patronizing the server.4. Unfriendly service.
5. The fennel sprinkles combo at the end of the meal, and the lack of rice despite myobvious need for it.
8. Some of the foods are very filling.
9. Occasionally high prices.
14. Service. Can be spotty, long waits & indifferent service.21. Emphasis on food prepared with yoghurt.22. Sometimes the staff are not friendly.23. I can never remember the names of the dishes that I like - which is why the buffet isgreat at one of the local restaurants.
24. I don't like really spicy hot, although Indian spicing in a very mild form is ok. So,sometimes the heat of the curries & chutneys & other dishes is a problem for me.25. Not so fond of some of the music played at some Indian restaurants 
- perhaps becauseI am unfamiliar with it. I enjoy hearing it, but it would be nice to alternate or providebrief respites. Also volume should be comfortable.32. Male staff tend to be condescending, rude & chauvinistic towards me & female guests(F - White - Master's, $25,000-34,999, age 35-44).
35. Sometimes too spicy
36. The music 
- Indian music seems a little screechie
37. The music. I know it adds to the atmosphere, but it is difficult to talk over.40. The unclean bathrooms.
42. The quality of the chicken in a lot of restaurants is very poor. When I find a restaurantthat has good quality chicken/meat, I will return to it.44. Most are in old Embers or Denny's restaurants.49. Unfamiliar with menu items, high prices at some.54. If not authentic/quality.
63. Time to take a guests order a little slow.64. No enough seafood variety dishes.
67. My lack of knowledge of the food.
75. You can't smoke.
83. Not much variety in the different types of Indian breads.88. The food has too much oil. (South Asian male, age 45-54)89. Service usually bad, food too oily.(Indian female, born here, age 18-24)91. The decor.
99. Manners of staff, restroom cleanliness.
107. Some are less clean.
123. Buffet does not work well. Individual servings spiced to personal taste is better.125. Some Indian restaurants make some dishes too spicy & do not offer to make them lessspicy as per my request.
127. Often the communication barrier.128. They are too few & far between & sometimes the quality can vary from day to day.
133
134. You don't have cookbooks of the kind of food you make.135. The fat content 
- I like it but can't do it too often.
136. Not knowing all the dishes.
140. How much the same dishes vary from restaurant to restaurant.143. There aren't enough in the St.Paul area.152. Expensive (this person, also wrote that he likes #17: good, cheap food).154. More Indian decor & atmosphere would be preferred156. Fear of uncleanliness in the kitchen (I am a health inspector).158. Dried out tandoori chic.
159. Buffets at lunch, as well as ordering from the menu (?) Also, frustrated when waitstaff do not speak English well enough to process my order efficiently.162. Should label buffet choices so we know the names of the entrees.163. Often the servers do not bathe, & have obnoxious body odor. Sometimes I hold mybreath when they walk by so I don't lose my appetite. They should be clean.167. Too few.
175. I do not particularly like curry flavoring (First time diner!!!).177. Small portion. If I am hungry I usually go elsewhere.178. Atmosphere.
179. Sometimes can be unfriendly depending on the area of restaurant.180. Some do not offer variety in a single dish.
182. Some restaurants have uneven service.
185. Sometimes they have small portions.
188. The price is a little high, but it is worth it.
190. Slow service.
194. Unfriendly, unknowledgeable, slow service & staff.
197. Cleanliness 
- bathrooms especially.
207. Bad, unclean bathrooms.
211. Occasionally fast tempo of music & song (hi-pitched) sound too much likeVietnamese music.
221. Sometimes too spicy.
222. Sometimes too pricey.
223. Fake American versions.
224. Sometimes I feel rushed to finish.
228. There is a sameness to many of the offerings from restaurant to restaurant.231. Priciness, & Passage to India.
232. Table seating too close.
233. Sometimes crowded seating.
240. Sometimes too much meat.241. Questionable hygiene & sometimes service 
- offering limited/or even no halal food.242. If food is not authentic & not of good quality.
245. Sometimes food is heavy.
254. Limited variety of food.
259. Some have not been clean.263. Some foods seem to contain a lot of oil - high in fat, less healthy.267. Menu & preparation v. similar in all Indian restaurants.
270. At buffets, the food sometimes sits out. I prefer freshly prepared throughout the
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buffet.
271. Often limited seating.
280. Occasionally the food is of poor quality. E.g. too many canned ingredients, re-used
sauces, or low quality ingredients.
284. When they play non-Indian music.
284. I am irritated when Indian restaurants play western pop or rock music.287. Naan portions are often insufficient.
289. Sometimes the service, sometimes language barrier, other times the lack of servicetraining is obvious, but if it's a family owned restaurant, I think things like that are tobe expected.
291. When they are expensive, no taste or variety.
299. Music.
306. The decor has generally been not so charming.
307. The d6cor.
312. Sometimes the smell & the price.
314. Food can be too greasy depending on the restaurant.
315. They can sometimes be expensive. In some restaurants, the service is not spectacular
- wait staff may seem rude but it could just b cultural differences.317. Sometimes the service is lacking friendliness.
318. The outside appearance can sometimes look secretive. Once inside they are usuallydark, which can be nice for dinner, but they need to b more inviting on the outside.320. Bathrooms.
330. Burning incense.
332. Belly dancers.
336. Would like to see more vegetarian items.339. Most restaurants don't offer the full variety of foods & are not maintained well, i.e.
clean.
340. Limited buffet items need to be extended. Don't offer dinner buffets.
344. Mild is not always mild.
349. The use of beef. I may be wrong, but isn't beef not ... eaten in India? Or am I behindthe times?
350. Using beef seems culturally inappropriate, also adding sugar to food.352. Lack of cleanliness.
353. Inconsistent food quality.
360. Lack of atmosphere & poor location.
362. Flies/gnats flying around.
367. Need to be tidier, particularly restrooms.
373. The yoghurt dressing 
- I would like different options.
374. Service seems to be slow. Also consistency in hot, med & mild.375. Salad dressing.
384. Sometimes the service is lax.390. Some are reluctant to prepare dishes which are very spicy which is my preference.Sometimes it takes 4-5 visits before they believe I really want very hot food.391. Being a Christian, the display of idols does bother me, but I realize that it is somewhat
cultural rather than religious.393. Portions are usually very large - meal is somewhat pricey. I would like it if I could
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find an Indian restaurant that offered /2 portions at lower prices 
- I haven't found oneyet.
394. Sometimes the staff are unfriendly.
397. That they serve lettuce.
398. Smell of bleach/Lysol
408. There aren't enough.
411. Sometimes atmosphere.
414. The service is frequently poor.
420. Poor cleanliness.
421. Service that is sometimes inefficient.
422. Many times the spices have not been simmered into the meats, little distinctionbetween flavors from one dish to another, sub-standard, service (slow, inattentive).425. Haven't found any delivery.
426. The price.
428. Parking.
429. Waiting time.
430. They often seem very Americanized.
431. Sterility.
442. Taj Mahal beer is bland.
446. Food is not always well prepared. Sometimes it is swimming in oil.447. Each restaurant Indian or otherwise seems to b individual. I haven't come up withanything that is unique to Indian restaurants. American & Vietnamese restaurantshave the same highs & lows.
450. Not enough in town.451. People haven't tried Indian food enough, so it's hard to convince other to come & tryit.
463. Sometimes the staff & cleanliness.468. Not as standardized as U.S. chain restaurants 
- can't be absolutely sure of what you'regetting every time.
483. Don't like mushy food; and buffets are apt to have it.490. When food is under seasoned to anticipate local tastes.497. Eat too much & the food sits in the stomach.
500. Buffets.
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Survey CommentNo. 19. I would eat more often at Indian restaurants if:4. The service was friendlier.
5. Disco balls & nicer servers
9. They were in more convenient locations.
11. BYO
12. Closer location
13. I live 2.5 hrs from Minneapolis & would eat Indian food more often if it wasconvenient.
15. Combo platters 
- chance to try many items16. I had a babysitter, I enjoy the buffet to try new things.17. They were closer to my home.
18. I could talk more friends into coming with me.
19. I could afford to eat out.
20. There were many where I live.
22. There were more of them.23. My family enjoyed Indian food as much as I do.24. I could find some in a lower price range.25. They were open later in the evenings, & closer to home.31. They were closer to my home.
33. It was as cheap as McDonalds
34. I had a higher income.
35. I learned more about foods & what I liked & didn't like (variety plates with smallsamples).
36. I could get a main meal vegetarian sampler plate.37. More 'variety meals' & small portions of 2-3 different items.38. I lived closer.
39. They had more items with a variety of items on them.40. If they were closer to home.
41. There was one next to where I live.
43. They were closer to me.
44. I didn't like keeping it as a once a month treat.45. I had more time.
46. I look fwd to eating Indian, so would not want to ruin it by eating it too often.47. I could afford to go out more.
48. I did not have other obligations with my money49. Free parking
50. It there was an Indian restaurant in downtown Minneapolis, even the fast-food kind ina food court.
53. There was a small family run restaurant in my neighborhood. I frequent a small Thaiplace & a Mexican place close to me.
54. More were authentic.
55. The food taste was more consistent.
63. Convenient.
64. More seafood specialty dishes.
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75. You could smoke & the food wasn't so fattening.
76. They were closer to where I live.
77. I had more money.
83. There was more attn to 'value' & less fat content, like kabobs.
88. Food is good.
93. A good one was near work/home.
94. There were more of them available.
99. They offer different items from time to time, not the same stuff in the buffet.103. I had more money, or if there was one next door/closeby.
104. The restaurant was just like India Palace.
105. I craved the food often enough.
106. I lived closer.
107. They had buffets at night.
108. They are where I eat most often already.
121. There were more of them.
125. Moved Jaipur from Omaha, NE to Edina, MN.
128. There was one near 26 th & Lyndale South
129. I didn't know how to cook at home. But luckily, we have a few terrific Indian
cookbooks we enjoy cooking (cooking takes time=quality time together).130. They were closer to our residence.
133. I lived closer to one.
134. I lived closer to one.
135. I had a better sense of what some healthier choices would be136. They were closer to work.
137. Less expensive, closer to home.
138. At this particular restaurant, the service is great, welcoming, efficient, personable, thefood is excellent.
140. There were some in my neighborhood.
141. More of my friends liked it.
142. My stomach was accustomed to it.
143. They were more accessible & affordable, cheaper.
150. I had more money.
151. There was one in my neighborhood
153. I have the time.
156. There was one near home/work.
158. No more often (he eats once a week).
159. Once a week is enough.
163. Closer to home, & drive thru's.
167. If there were more of them convenient to work, location.
169. There was one where I live, location.
170. There was one, moderately priced, closer to home.
177. Larger portions.
178. They were more affordable, more variety in menus
179. I didn't cook at home.
180. It cost less & was closer to home.
181. There was one closer to home.
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182. It cost less & was closer to home.
183. There were more of them, downtown Minneapolis, South Minneapolis, location.
185. I had more money, & lived nearer a haven of culture.
186. There were more of them where I live.
188. I had more money.
191. I didn't care about weight.
194. They were as great as the ones in England.
197. They were cleaner.
198. I could convince more of my friends to try Indian cuisine.
200. There were more locations.
210. Had more time to eat.
211. Dinner was cheaper.
213. Have slower music, with more sitar & tabla. Some nice ragas...
214. More vegetarian choices (!).
216. One was closer to home.
222. Cheaper.
226. Less costly, cheaper, knew what to order.
227. Curry bothers me - affects feeling of calmness. Causes aches & pains - can't sleep
after eating but once in a while the flavor/variety is worth it.
228. There were some in the downtown St. Paul area, location.
230. Slightly cheaper.
231. There were more like Moghals - relatively inexpensive, family run, friendly business,
with excellent food. I love the lunch deal - excellent food, for an excellent price.
233. I owned one.
237. I knew of more good ones in the Twin Cities.
238. One near where I work, location.
241. More hygienic environment & better atmosphere
242. Authentic food & better quality.
245. I could afford it, price.
247. There was one near work, location.
250. It was less expensive.
251. There were restaurants near my home.
253. Closer to my home.
254. There were good ones near where I live.
255. Closer to home or office. If I ate out more in general.
256. I think that if I ate more often at Indian restaurants, the experience would be less
special. If there was an inexpensive quick place. Like an Indian deli close to my
home, I'd probably go fairly often, or if a place delivered, I'd probably use that
occasionally.
257. Less oil.
259. We like a variety.
261. Less oil.
262. There were more of them, location.
263. I had the money to eat out more often - if it was lower in fat (healthier).
264. If I knew more about the fat & cholesterol content of the various dishes.
267. More authentic from different regions of India.
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270. If I ate out more.
271. They had cultural entertainment/experience with dining.
272. I could find someone to dine with me. Most of my friends have no taste beyond
American food.
278. Closer to Eden Prairie where I live.
280. If I lived closer.
281. If there were more of them, location.
284. I had the time & money.
285. There were more of them, location.
286. Closer to my home. Also, would like a light vegetable soup, loaded with veggies.
287. If there were more locations available with parking.
288. More were located around the Twin Cities.
299. There were more of them in St. Paul, location.
302. I had more money.
303. There were more of them throughout the Twin Cities area. As far as I know, there are
no Indian restaurants in St. Paul or Northeast Minneapolis - places where I spend a lot
of time. Therefore it is not convenient for me to go to an Indian restaurant. Location.
306. I ate out at restaurants more often.
307. If there was an Indian restaurant with a bar or area where one could have a drink with
appetizers for example.
310. I had more time.
311. I knew about the reputation of the restaurant.
312. The price was lower.
313. Prices were lower.
314. Prices were lower.
315. If I ate out more in general.
319. Most Indian restaurants have a generic (yet pleasant) atmosphere. Owners could try
more upscale or chic designs while maintaining quality & authenticity. Compare
Chino Latino. Also, for lower price, a trendy yet inexpensive version could follow the
Minneapolis Lotus (Vietnamese) restaurant.
320. If available.
321. Less expensive.
325. There were more of them, location.
330. Better take-out containers, no spilled curry. Better locations, & decor, fun place to go.
331. There were more high quality ones.
344. Make vegetarian food a first priority.
346. There were fast-food Indian restaurants like in England.
347. There were fast-food Indian restaurants like in England.
349. No sugar in food please. I have eaten in 3 Indian restaurants in the Twin Cities, that
do this to reduce the spiciness.
352. Food is authentic.
353. Good quality, less greasy.
354. The prices were lower.
355. I was not so finicky about trying new foods (I hate that).
356. I knew more about them.
357. More locations & they should not color the rice.
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360. It cost less.
361. They had sitar music.
362. Tap water didn't taste like chlorine - add lemon or filter the water.
365. It's cheaper.
366. It was cheaper.
367. Food quality & affordability.
371. One close to work (St. Paul).
373. Cost less expensive.
374. Lower cost.
375. Price was cheaper.
388. I had the time.
389. I ate out more in general. It was cheaper (but I think it's good value).
390. There were more of them & perhaps offered a low cost a la carte takeout.
391. I didn't have 2 preschool children.
392. Prices were more reasonable.
393. It didn't cost so much, cheaper.
396. I was closer to the culture.
397. One was closer.
408. They were closer to home.
409. One was located closer to my home (St. Paul), and if my husband was more
enthusiastic.
414. The service was improved.
419. If there were more Indian or South Asian restaurants available. This city is fortunate
to have several, even though I have to drive to eat. Location.
420. They all had vegetarian options.
421. Better service & closer to my home.
424. One closer to where I live.
425. I had more money.
426. More convenient & or less expensive.
428. I lived in the metro area. Location
430. There was one in my neighborhood. Location
437. Knew more about them.
438. This one was closer to where I live.
439. More vegetarian.
441. One was close to my house.
442. I lived closer.
443. Closer.
446. Closer to where I live.
448. Closer to where I live.
449. Less expensive.
450. Closer to home.
451. They were closer & cheaper. WE choose Indian restaurants for special occasions i.e.
birthdays but they are too expensive to go to every week. On the other hand I'd rather
have the food more expensive that to lose the quality.
452. I didn't love other ethnic foods so much. I like to treat my taste buds to a variety f
flavors.
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453. I had less diverse taste.
456. I was rich. Price.
457. I could eat out more (2 small kids).
458. If I could fit it into my schedule.
463. The food was less restaurant - like, less oily, less rich.
468. I knew more about the food.
470. Dinner buffets.
471. More of them. Location
475. I lived closer.
476. There was one in my neighborhood.
477. I had found it sooner.
478. My first time & I enjoyed it.
479. There were more. Location.
481. They were more readily accessible & lower priced on the items I prefer.
482. A restaurant closer to home/work. Friends who want to eat at Indian restaurants.
483. There was one in the St. Paul midway area. Location
490. South Asian friends still lived here.
491. My friends, family & colleagues enjoyed.
496. There were more of them. Location
497. More south Indian dishes are served.
500. More in the Twin Cities that offered south Indian cuisine.
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Survey Comment
No. 20. Other comments about your experiences in Indian restaurants:
2. Once I had a Coke with a curried beef dish & I got horrible indigestion... last time I
ever did that
5. Less 80's decor, it makes you look cheap.
10. Ate Indian food as a kid in NY, still like to go to Indian restaurants
11. Good for large groups, i.e. parties
13. Rarely had a mediocre meal because the spices are flavorful & abundant. Some
Americans actually like spicy food.
17. Always enjoyable.
20. Quality & cost extremely variable.
25. All the Indian restaurants in the Cities, have such a variety of dishes. With other
ethnic foods, they all seem to have the same dishes.
33. They have generally been very good.
35. Generally good
36. In general very positive.
37. I went to a restaurant in Berkeley, CA, where they had a different menu each day
with explanations & stories about each dish - very impressive.
43. I have had mostly positive experiences. Never a major problem for me.
44. Our favorite is this one on Washington St. Great wait staff.
46. Jewel of India had the best food in the Twin Cities & we've tried them all.
47. Friendly service, the culture & personal portrayal of the culture fascinate me.
48. My experiences have always been positive. I've also enjoyed learning about Indian
culture by going to Indian restaurants.
49. Culturally diverse, fun, once again - flavor.
54. They are yummy.
55. No problems. Food quality varies more that at other types of restaurants.
63. Good taste.
64. Overall pleasant.
67. Friendly service & good food.
75. Generally very good service.
76. It is surprising how different each restaurants dishes are - the foods differ widely -
even the same dishes prepared by different restaurants.
77. Mostly excellent.
93. Sometimes service to a party of only women seems to be less attentive than to
mixed parties, or parties of men (especially in England).
94. I have sometimes experienced poorer service when dining with only women in my
party.
102. Could have special tasting dinners featuring different cooking styles of India - with
regional music & dance (Indian father, European mother, born in U.S., female, 55-
64).
103. Indian restaurants are our favorite.
105. Very respectful of all customers - women as well as men.
106. Incredibly friendly & great food.
116. Very pleasant experiences, pleasant wait staff, clean restaurant & delicious food
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121. Should specify regional food - i.e. northern, southern, pancakes etc.
122. Good.
123. Like any other restaurant, the quality of the food & service varies. It has been
difficult to find good Indian food in MN.
125. The lamb vindaloo in most Indian restaurants is too spicy. Tandoor's is perfect.130. Love the relaxing atmosphere.
133. I like the authentic decorations, & I enjoy seeing your attar shrine with incense &
tribute to the master.
134. I have had very good experiences. The only time I had a problem was when my
mild food was still too spicy at a restaurant out of town.
137. 98% of my experiences have been exceptional.
139. The menus should provide more info about what things are traditionally eaten with
other things, & how they are eaten.
156. Nice atmosphere, pricey.
158. Always positive.
159. We are regular customers at Indian palace & Taste of India - the food is always
good, service friendly & efficient, & they are always clean.
162. Should always be able to order from menu.
163. I really like the food, it is way better that Asian food. Indians are much better at
atmosphere than Asians, Asian atmosphere sucks.
167. Some of them are really expensive, some only a la carte. Menus should include
photos.
169. Sometimes difficult to know what you are eating. Good to have explanations of thefood - they are so different from western food.
178. They need to concentrate more on atmosphere, decor, and walls - need to be more
contemporary to stay at all competitive.
179. I have had some bad, but mostly good.
180. Some not as clean as I would like. One where I went, they touched my water glass
with the pitcher, as they filled it - unhygienic. But all these things happen in non-
Indian restaurants too.
185. I've never seen traditional dancing at Indian restaurants, I like it & don't get to see it
often - perhaps a possibility for restaurants?
186. It would be neat to see traditional Indian dancing. I love the food - everything I've
tried. I love chai.
198. Happily I have had only excellent experiences in every Indian restaurant in bothUSA & Europe.
207. Servers shouldn't stare at customers.
211. Location is important.
216. Very friendly personnel 
- I like it when menu items are described, so I have a betteridea of what I'm ordering. Generally staff at Indian restaurants do this well.221. I really enjoy coming here to Moghals. Have not enjoyed other Indian restaurants as
much.
222. I enjoy how Indian restaurants here are managed by people of their own
background/culture. They seem as if family owned & I like to support that.223. Excellent, especially in T.C's. always feel welcome even with baby, & friendly
staff.
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224. Feels like it is family run, with staff eating also.
231. Some are pretentious, expensive & have bad food.
233. Nice looking women.
237. This is only my 2nd time at an Indian restaurant - but they have both been fantastic.
Great food, helpful, friendly staff.
240. I have been surprised by the variations between preps of the same dish. Biryani at
one restaurant may be very different from that served at another.
241. Mostly good
242. Need more dessert menu.
245. Very good Indian restaurants in London.
247. I first had Indian food in England & have loved it ever since.
254. My favorite food was at a small place where the cook was not professionally trained
& did "home style' Indian cooking.
255. The descriptions of food are usually hard for me to interpret; I have enjoyed the
food more since I made friends with Indians who taught me about cooking. Before
that I never knew what to order.
256. I can't remember going to an Indian restaurant anywhere where the food wasn't
VERY good.
257. Love the aromas.
261. Love the aromas.
262. Great experience.
267. Unfriendly service people.
271. Like buffet.
272. Sometimes there are communication/language barriers. This causes too much
repetition in ordering food.
275. Excellent.
278. Always treated well.
280. I really enjoy listening to Indian music, drinking Indian beverages.
281. Usually very good.
284. I very much enjoyed Indian food in China & Japan. I sampled meals by very fine
chefs.
285. One Indian restaurant had a floorshow for one hour during which they would not
serve food. Unfortunately they did not warn customers when they were seated.
286. Actually I only eat Indian food at Moghals, for good quality, convenient parking &
price.
287. Often the staff are friendly & personable.
288. Generally positive experiences.
289. Generally very positive, never had a bad experience.
291. I like the family owned restaurants.
292. Surprised at how hearty the food is. Reminds me of what Americans call 'comfort
food', only with a spicy twist.
296. At the Indian restaurant down the street, the waiters have bad body odor.
301. Very friendly.
306. I think that if more individuals were exposed to Indian cooking they would enjoy it.
311. I really enjoyed the meal.
312. Loved it.
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313. The Indian women at Moghals are great. Other Indian restaurants seem to only have
men. Women add warmth.
314. I like the women more. More home-like atmosphere at Moghals.315. Some Indian restaurants place everybody so close together even if there is room in
other places of the restaurant.
321. Have always been satisfied with the food. Keeps me coming back.324. I love Indian food & enjoy meeting the owner & experiencing his pride & joy in
serving his customers. The employees all feel this as well depending on the
transference of his energy.
325. I love the food.
326. Good service.
330. Take the whole spices out of the food - don't leave whole cloves, cardamom pods
etc. in the food.
331. Love the food.
338. Mostly good.
340. Very good & friendly employees, comfortable atmosphere.
342. Really like the lunch buffet. Have eaten in small family style - excellent, & large,
not so good.
344. Nice people & feel at home.
350. Generally service in Indian restaurants is very gracious & accommodating.352. Poor service, lack of knowledge.
353. Have eaten in Indian restaurants in Europe, England, Japan, and Singapore etc.T.C's do not have any good restaurants compared to other countries, or even otherU.S. cities like NY, Chicago, or L.A.
354. Medium hot could be hotter.
356. Wonderful flavors.
365. Friendly people, good food.
366. Almost all of them are good, I am partial to North Indian cuisine.367. Need to improve service in all respects listed in this questionnaire.
372. Good flavor food has been more important than service; previous owners of this
restaurant had slow service, but food was terrific.
373. Service tends to be slow.
384. If patrons of Indian descent are dining then it must be good & authentic.388. It is always good, very friendly atmosphere, & familiarity with culture is good.389. I have always had excellent service & enjoyed the food immensely. I tend to thinkthat if patrons of Indian descent are there it must be pretty authentic.390. Usually very positive once they know me.391. I like it when the menu explains the regions of India & some background on food
prep.
398. I want to smell the aroma, this is most important. And there should be no smells not
related to Indian food.
411. When I see Indians at the restaurant I figure that its authentic cuisine.412. Chutneys has the best-flavored chai in the T.C's as well as excellent food.413. Although I don't find it annoying, I am not personally used to listening to Indian
music.
419. I have found many good Indian restaurants during times of travel.
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421. Would like to see more varied cuisines reflecting different cooking styles. Most
restaurants in USA tend to be North Indian style.
422. Meats are often tough.
424. My memorable experience was eating in a curry house outside London.
430. My first experience with Indian food was memorable - the way the raisins were
used to mellow the hot spiciness.
431. The food is fresh, good quality & even the buffest are fresh & the food hot.
439. List the curries & the differences of the various curries to educate the patron.
442. Once an Indian server smiled at my girl friend when she ordered, but rolled his eyes
at me when I did. I thought that was rude.
443. I prefer Indian music.
446. I've often found a quiet tranquil atmosphere in good Indian restaurants.
447. I like when the wait staff wear Indian clothes. They should do it more often, they are
so beautiful. I like to look at the paintings & shrines.
448. I enjoy the atmosphere & Indian music & would like more of it.
449. I really love to see Indian spirituality present in restaurants, pictures of the Gods &
Goddesses & shrine. Also, it would be lovely for the servers to wear kurta & dhoti,
& saris.
450. We usually enjoy our experiences - however, Indian restaurants tend to have wider
extremes of quality. Even at the same restaurant, several nights can be great & the
one can be quite bad.
451. With time, more people will come to like Indian food. It would be fun if someone
started a booth with samosas & lassi at the state fair or other popular locations to
give it a boost.
454. My husband & daughter are fussy vegetarians, so tasty vegetarian food is the reason
we eat at Indian restaurants.
470. People are friendly & very congenial.
481. Would like a larger selection to choose from (i.e. restaurants). The Tandoor is the
besting the TC's. In London, I like to try a number of different places, from the hi-
end to the lower end.
490. Need to eat at a restaurant more than once to understand what to expect in
seasonings.
497. Sometimes the plates are dirty.
500. Service is often slow, usually this doesn't bother me as much as my friends.
147
Survey Comment
No. 21. What do you think Indian restaurants should know/be aware of?
3. No one knows what Aloo Gobi is. There seems to be no room in an Indian restaurant
for American stupidity. Restaurants have to be more open to allow education of the
meal as well as the service.
5. Vegan dishes.
9. There are many vegans & vegetarians who would appreciate meals for the price of a
hamburger: $5-6
11. Customer likes to know about the history of a particular dish. India is a large country
with varying foods.
12. Marketing: explain tastes, aromas to the western palate in terms it knows, i.e. educate
so people try different dishes.
13. Continue to serve great food & the business will thrive.
18. Quality of food above American standard.
35. Descriptions of dishes would be helpful.
36. Non-Indians can't pronounce names. So, it is better to announce dishes food content
when presenting the dishes, to the customers.
37. Sometimes it is difficult to tell what the dishes are.
43. I think the Indian restaurants I have been to do a wonderful job.
44. Many people are new to Indian, therefore need better explanations of different items.
47. How interested some people are in their culture.
48. It is interesting to me, since I am not part of the culture, to learn about it thro' my
dining experience. The more authentic & non-Americanized it can stay, the more
enjoyable my experience.
50. I would eat at an Indian restaurant more if they were just a little bit less expensive - I
would love to see a place like Udupi on East Lake Street for example. They need to
find inexpensive real estate to keep costs down.
54. Being very authentically Indian.
55. More authentic would be great. Perhaps traditional clothing & music, live
entertainment.
67. Have about half vegetarian & half meat entrees.
88. Taste of food & cleanliness.
99. That there are various cuisines in India.
100. In regard to curry, I like flavor, but dislike pain. Who enjoys a hot burning sensation?
103. When I order something hot, I want it hot.
104. How good India Palace is - in other words, what is their competition.
106. That Americans want to eat their food, but need help ordering good food to
experiment with.
107. I would like curry condiments on the menu. We tend to bring guests to Indian
restaurants more than any other kind.
108. The need to explain what the dishes are like when people do not know.
123. Taste/quality are key factors for choosing an Indian restaurant.
125. The quality of the food is everything.
126. American really do not like to try a lot of various food, especially in the Midwest.
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133. Spicy to the average American is Hot.
134. They are the best cooks; some Americans can't tolerate a lot of spice.136. I usually have a few of my favorites 
- I would like to have more ability to order
smaller combos i.e. 3 different entrees or a buffet so that I can have the different
tastes.
138. Continue to maintain clean & hygienic environment that we find here (India Palace).
143. Do more advertising. Coupons to lure people in.
153. Fingerbowls (female, S. African Indian, 35-44, has eaten Indian all her life).155. Prefer Indian music, & decor, also, Indian beer, etc on menu.
156. Value & quality of food is important.
159. Servers should have good English comprehension.
160. Familiarize people with the selections.
163. To be courteous & friendly to customers 
- it is really important to feel like you are
welcome.
178. That Americans are used to very clean, very good customer service restaurants.179. That cleanliness & hygiene are most important.
180. Keeping quality high, non-greasy, make sure that I get enough food, that I am fill
when I leave (vegetarian thali does that). With people so busy working; they may
want to buy by the pound like a deli to take home for meals.
182. Service & value are important.
188. Do more marketing. I know of an excellent Indian restaurant in Madison, WI, thatdidn't seem to have a lot of business, but it was one of the best restaurants I ever atein.
194. Sticky spoons in the sauces. You should sell some of your sauces, have a deli
counter.
198. How resistant Americans are to try something new. Make Indian restaurants
friendlier to try.
199. That some people have an allergy to gluten & can't enjoy some of the food because
wheat flour is used.
200. Some people have allergies. It is important that staff know ingredients in recipes.224. Word of mouth is important as we have brought friends here & also recommended
the restaurant. Now many of our friends dine here. Too little advertising. So had todrive around to find one.
231. The film type Hindi music is beautiful & builds atmosphere.
233. Offer cooking lessons.
234. Friendliness is very nice and welcoming.
237. Many 1s time patrons like myself do not know what the food will taste like, so it ishelpful to have wait staff that can explain everything.
238. People are afraid of new cuisines. It would be good to find a way to have anintroductory ambassador program.
240. Some people who haven't had Indian food may be reluctant to come to an Indian
restaurant unless they come with people who have already eaten Indian food.241. Muslims seek Indian restaurant because of halal meat. Unfortunately across the
country beef & lamb dishes are usually halal, & chic is not.
242. That change of menu is important, indicate on menu region of India food is from.255. I would love to order home delivered, though I admit I would only order every few
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months.
257. Some people don't the like the flavor of curry & they don't know yet.
263. That many people are health conscious & would like nutritional info made available.
Also, people like to have some say in how food is prepared - e.g. less oil etc.
267. Customer service.
270. Taste, uniqueness, atmosphere, music etc.
275. Marking dishes in Indian & English.
278. Would like to know stories behind kinds of food, foods & occasions, special dishes.
280. I know many people who desire an 'authentic' atmosphere.
282. Salad is not needed since they offer a wide variety of veggies.
284. That people really want 'authenticity' even if you think they don't in middle
America. Not all of us have lived in MN all our lives.
285. Please do not treat customers automatically as if they know nothing about the food.
Staff in some restaurants I have visited talk down to customers.
286. People of vegetarian persuasion are attracted o them. Keep meat totally separate, if
you have to serve it at all.
287. Their customer service makes a big difference.
288. I enjoy the cultural experience almost as much as the food.
296. Most MSP Indian restaurants do not advertise enough. I have to learn about the area
Indian restaurant thro' friends.
302. Sometimes atmosphere is lacking
306. That an improved appearance of the restaurant could attract more people & entice
them to try the cuisine.
307. Service & decor need more attention.
308. Need suggestions or reminders of what to order with entree - i.e. raita, naan, etc.
Also, I learned from fellow diner about special chai - wish I'd known of it before.
310. That sometimes the language would be nice to be able to pronounce - so maybe the
wait staff could take a moment to help us say the name of the dish properly - I'd like
to be proper when I order.
313. Familiarity with cuisine is important. Word of mouth, newspaper sections,
community ed all work to introduce cuisine into local culture.
315. Sometimes I wish that the menu gave better descriptions of the food for these
unfamiliar with the terms used.
320. Be nice.
321. Give the customers a better description of how the dishes are prepared/ ingredients
educate the customers about spices.
324. These are places I return to because I feel the cook is valued & respected. After a
while my stomach will tell me if it is ok to come back to a restaurant based on how
well the food has been digested. If the cook prepares his food with love &joy, my
stomach knows!
325. Need to advertise, make themselves known. Coupons are a good way to get people to
try it.
330. Good wait staff with good English.
342. Really like the aniseed at the door when I leave - makes the restaurant seem more
authentic & caring for the customer.
344. How to do business in mainstream food business. East Indian food is less available.
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346. They need to advertise more.
349. No sugar in food.
352. Sensitive to the needs of western patrons such as quality of wines and drinks.
353. Consistency of taste & quality, freshness of veggies.
356. Keep your cultural integrity.
357. Consumer fear of food coloring, an interest in where locations are.
360. More comfortable chairs.
362. Ambience, sitar music is nice, comfortable chairs help.
365. Authenticity of food.
366. That Americans appreciate authenticity.
367. Most of the restaurants in this country reach consumers with quality & affordable
price. E.g. $0.99 food reaches more people. Service like McDonalds will reach large
masses.
372. Americans consider Indian food a special dining experience, but do not consider it a
frequent everyday meal.
373. The flavor of the same dish is not consistent each time. Also the consistency of hot,
medium & mild not always the same.
375. More rice per each dinner, food has always been good, some dishes are not
consistent.
384. Stay authentic, do not become too 'white.'
387. Make chutneys & breads available for sale at restaurant.
388. A lot of other ethnic restaurants.
389. I would buy chutneys or bread if it was available for sale. Promote to young people
so they get 'hooked.' Sometimes people are too scared to try new things.
390. That some non-Indians are familiar & comfortable with Indian food. Often see
different treatment of Indians & non-Indians.
392. Don't try to emulate other ethnic restaurants. Also, smaller portion orders for 1S" time
customers.
398. Clean the restaurant thoroughly before cooking & serving. Do not use squirt bottles
with out wiping off with a damp cloth.
411. Some brief cultural explanations in the menu would be enjoyable.
419. Many people love this kind of food.
421. Operate as a business should. Treat customers well. Do not overcharge. (Indian
living here for 23 yrs)
422. Americans understand value (overpricing for poor quality) & appreciate good
service.
424. That some people would prefer delivery service.
425. "The hitchhikers guide to the galaxy" series by Douglas Adams.
430. The menu options are so vast that they are frustrating.
437. Vegetarian.
438. I wouldn't mind having some original music. I like it when India products are
available for sale - tea, ghee, incense etc.
439. Good microbrewery /import beers to serve with the food.
441. People are sometimes afraid to try new things or things they cannot pronounce.
443. No need to change. WE like authentic Indian restaurants.
446. Perhaps they could explain I the menu how the food is prepared, how spicy it is &
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what spices are used.
447. All restaurants of any type need to have cleaner restrooms.
450. Many people may enjoy Indian food, but they have never been exposed to it.
451. It could be promoted to children, because there are many foods they like here
(Mentioned in # 17), besides spicy food.
454. As a designer I would enjoy atmosphere, color, fabric, artwork - what does a
restaurant look like in India? More cultural experience thro' eyes.
457. How much some people appreciate them.
460. I think that a glossary of food terms would be very helpful for those of us who are
still learning about the cuisine.
463. South Indian food.
468. Maybe it would be good to list some spices used in the description of the food.
470. The need to advertise more to make people aware of good food.
490. Many Midwesterners think that it is more unusual than it really is. Their views on
Asians religions make them less open to Asian culture & food.
491. Buffets are great to introduce the cuisine, to those who are not experienced.
497. Cheaper price for dinner?
500. Often menus from one restaurant to the next are extremely similar. Why not
introduce us to some more authentic Indian food/ there are many things that I ate in
Indian or at Indian friends homes that I've never seen on a menu here.
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Survey CommentNo. 22. What questions have been omitted but are important?
33. Favorite dish - vindaloo anything for me.40. We eat here when we come to the theater. The theater influences our choice of thisIndian restaurant.
48. Favorite restaurant is Jewel of India, & another in Rochester, MN, on main street.95. I eat a lot of Chinese food but in a lower price range.103. Consistency of quality.
107. Do Indian restaurants have carryout? Or sell jars of their spices, or breads?121. Why does a person choose Indian over another ethnic food? How do youdifferentiate between different Indian restaurants? If all the restaurants were 10minutes from your house, which would you choose first?152. No question about drinks, cigarettes.
159. Influence of convenient location (she is a retired professional!), comfortable seating,easy to get a table, quiet, consistency of good cooking (i.e. it is predictably good).178. None - very thorough questionnaire.
185. I also look to see if an Indian restaurant has Indian employers & customers.186. I like to see Indian staff & customers 
- it usually means the place is authentic.195. MN's tend to have bland tastes. This survey may show different results in CA.223. No questions about alcohol choices or desserts.
224. No questions about alcohol choices or desserts.
227. Why don't people eat Indian more often? Do others react to curry as I do?233. Have you recommended an Indian restaurant to friends or co-workers in the last 3months?
241. Halal is important to most Muslim food & it was not included in question#7. Whenwe travel sometimes for days & we wish to eat meat, we know that we will find it inan Indian restaurant (but always, unfortunately).242 If dessert is important or not?
245. What do you usually order at an Indian?
270. Do you order from the menu or select from the buffet?278. Health related to food.
280. Quality of furniture is important, no one likes to sit in an uncomfortable chair, alsothe layout of the dining room.282. Indian restaurants should avoid American food preps such as salad.286. Would you prefer the Indian restaurant you dine at to be vegan conscious?321. Give out free samples 
- taste samples. This way you will improve people'stastes/likes/dislikes.
330. If not South Asian, how did you get introduced to Indian food?344. How Indian food is useful for a healthy diet.366. None, but I would like to see the Vedic tradition promoted. am very familiar withthe Veda. i.e. statues ofLakshmi, Shiv etc.367. In India, culture starts with food. When we are abroad, restaurants are the base
which create a homely atmosphere. Being conscious of this will invigorate &enthrall the soul of Indians & other communities.
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390. Perhaps types of food preferences - Indian food is very varied & more specific
regional preferences are important.
411. Sometimes decoration is too much for the American eye. Some of the overtly Hindu
images feel oppressive to me & scare children.
421. More selection of Indian desserts.
422. Desserts are often lacking in availability & authenticity.
